


o 


oo? 


e- ons't &S 


wat ww F 


os = 


VWs; NISTRATION 
> GILMER ST. s E. 


ATLANTA 3, Ga 


ART DIRECTION 


THE MAGAZINE OF CREATIVE ADVERTISING 


DECEMBER 1959 








: - "* 
Sa if 
Or pas. 


j arves 


me 





WIE RENDERINGS FROM CONTINUOUS TONE ORIGINALS 
PRODUCED PHOTOGRAPHICALLY BY THE WEBER PROCESS 


MARTIN J. WEBER STUDIO + 171 MADISON AVENUE, NEW YORK 16,N.Y. 





Ab: 
Akr 
Alba 
Alar 
Alex 
Alle 
Alto 
Am« 
Ande 
Ann 
Ashe 
Atlant 
Atlan’ 
Aug: 
Augu: 
Aust 
Balt: 
Bator 
Bottle 
Boy < 
Beour 
Bethie 
Binghc 
Birmin 
Boise 
Boston 
Bridge 
Brockt: 
Buffail< 
Camb: 
Camde 
Cantor 
Cedar 
Charle 
Charlie 
Charlo 
Chatta 
Cheyer 
Chicag 
Cincinr 
Clevelc 
Columt 
Colum! 
Columt 








Art Directi 





Photo-Lettering Bb gives day-afier-tomorrow delivery anywhere in the US. 


Abi!« xe 1:00 pm 

Akr 5:00 pm 

Albany 9:30 pm 

Alar eda 2:00 pm 
Alex.ndria 7:00 pm 
Aller:own 6:00 pm 
Altocna 5:00 pm 

Amc: illo 2:00 pm 
Ande:son, Ind. 5:00 pm 
Ann Arbor 8:00 pm 
Ashe. lle 4:00 pm 
Atlonta 4:30 pm 
Atlantic City 5 pm 
Augusta, Ga. 8:00 pm 
Augusta, Me. 8:35 pm 
Austin 5:00 pm 
Baltimore* 7:00 pm 
Baton Rouge 9:00 pm 
Bottle Creek 8:00 pm 
Bay City 6:00 pm 
Beounont 1:00 pm 
Bethiehem 9:00 pm 
Binghamton 7:00 pm 
Birmingham 4:30 pm 
Boise 10:45 am 

Boston, downtown 8 pm 
Bridgeport 11:00 pm 
Brockton 8:00 pm 
Buffcio 6:45 pm 
Cambridge 5:00 pm 
Camden, N. J.* 9:00 pm 
Canton 11:00 pm 
Cedar Rapids 3:50 pm 
Charleston, S.C. 3 pm 
Charleston, W. Va. 8 pm 
Charlotte 7:00 pm 
Chattanooga 3:00 pm 
Cheyenne 2:00 pm 
Chicago 8:00 pm 
Cincinnati 6:00 pm 
Cleveland 6:30 pm 
Columbia 5:00 pm 
Columbus, Ga. 6:00 pm 
Columbus, O. 7:00 pm 


Corpus Christi 6 pm 
Council Bluffs 5 pm 
Covington 7:00 pm 
Dallas 2:00 pm 
Davenport 2:15 pm 
Dayton 7:00 pm 
Dearborn 6:00 pm 
Decatur 6:00 pm 
Denver 1:30 pm 

Des Moines 7:30 pm 
Detroit 7:30 pm 
Dubuque 3:25 pm 
Duluth 6:50 pm 
Durham 7:00 pm 
East Orange* 8:00 pm 
Elgin 4:30 pm 
Elizabeth* 9:00 pm 
Elmira 6:00 pm 

El Paso 10:30 am 
Erie 6:45 pm 
Evanston 5:00 pm 
Evansville 5:15 pm 
Fall River 8:00 pm 
Fargo 2:00 pm 
Fitchburg 9:00 pm 
Flint 7:30 pm 

Fort Smith 1:00 pm 
Fort Wayne 8:30 pm 
Fort Worth 2:00 pm 
Fresno 3:15 pm 
Galveston 6:00 pm 
Gary 5:00 pm 
Grand Rapids 8:00 pm 
Greater New York** 
Green Bay 7:00 pm 
Greensboro 7:00 pm 
Greensville, S.C. 7 pm 
Hamilton 6:00 pm 
Hammond 6:00 pm 
Harrisburg 8:00 pm 
Hartford 7:30 pm 
Haverhill 8:00 pm 
High Point 5:30 pm 
Holyoke 9:00 pm 
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Photo-Lettering Inc. 
Box 312 Grand Central PO. 
New York 17, N.Y. 


Houston 6:30 pm 
Huntington 7:00 pm 
Indianapolis 7:00 pm 
Jackson, Mich. 6:15 pm 
Jackson, Miss. 1:30 pm 
Jacksonville 5:00 pm 
Jamestown, N.Y. 6:00 pm 
Johnstown, Pa. 6:00 pm 
Joliet 9:00 pm 
Kalamazoo 8:00 pm 
Kansas City, K. 3 pm 
Konsas City, Mo. 4 pm 
Kenosha 6:00 pm 
Knoxville 9:00 pm 
LaCrosse 5:00 pm 
Lancaster 6:00 pm 
Lansing 8:00 pm 
Laredo 5:00 pm 

Las Vegas 12:00 noon 
Lawrence, Mass. 8 pm 
Lexington, Ky. 7:30 pm 
Lima 3:50 pm 

Lincoln 4:30 pm 

Little Rock 3:00 pm 

Los Angeles 5:00 pm 
Long Beach 12:30 pm 
Louisville 6:00 pm 


» these 


sings 


alrmall ¢ 





Lubbock 11:00 am 
Lynchburg 6:30 pm 
Lynn 8:00 pm 

Macon 3:40 pm 
Madison 5:00 pm 
Manchester, N. H. 8 pm 
McKeesport 9:00 pm 
Memphis 5:00 pm 
Meriden 7:30 pm 
Miami 6:00 pm 

Miami Beach 5:00 pm 
Milwaukee 7:30 pm 
Minneapolis 6:00 pm 
Mobile 5:00 pm 
Montclair* 9:00 pm 
Montgomery 6:00 pm 
Muncie 2:30 pm 
Muskegon 5:00 pm 
Nashville 6:15 pm 
Newark* 9:00 pm 
New Bedford 8:00 pm 
New Britain 8:00 pm 
New Haven* 10:00 pm 
New Orleans 4:00 pm 
Niagora Falls 6 pm 
Norfolk 7:30 pm 
Norwalk* 6:30 pm 


Oakland 11:00 am 
Oak Park 7:00 pm 
Ogden 11:00 am 
Oklahoma City 3:00 pm 
Omaha 5:00 pm 
Orlando 6:00 pm 
Pawtucket 9:00 pm 
Pensacola 7:00 pm 
Peoria 6:00 pm 
Philadelphia* 11 pm 
Phoenix 5:00 pm 
Pittsburgh 6:00 pm 
Pittsfield* 5:00 pm 
Pontiac 7:00 pm 

Port Arthur 7:00 pm 
Portland, Me. 8:30 pm 
Portiand, Ore. 11:30 am 
Portsmouth, Va. 7 pm 
Providence* 8:00 pm 
Pueblo 2:00 pm 
Quincy 7:00 pm 
Racine 5:00 pm 
Raleigh 7:30 pm 
Reading 7:00 pm 
Richmond, Cal. 3:00 pm 
Richmond, Va. 9:00 pm 
Roanoke 6:15 pm 
Rochester 7:00 pm 
Rockford 4:30 pm 

Rock Island 4:15 pm 
Sacramento 4:45 pm 
Saginaw 8:00 pm 

St. Joseph 3:45 pm 

St. Lovis 5:00 pm 

St. Paul 7:00 pm 

St. Petersburg 8 pm 
Salem, Ore. 11:15 am 
Salt Lake 11:30 am 
San Antonio 2:30 pm 
Son Bernardino 11 am 
San Diego 12 noon 
San Francisco 5:30 pm 
San Jose 11:30 am 
Santa Barbara 12 noon 


Savannah 6:15 pm 
Schenectady 9:30 pm 
Scranton* 11:00 pm 
Seattle 1:00 pm 
Shreveport 4:30 pm 
Sioux City 2:45 pm 
Sioux Falls 4:40 pm 
South Bend 6:30 pm 
Springfield, Ill. 7 pm 
Springfield, Mass. 7 pm 
Springfield, Mo. 3 pm 
Stamford* 9:00 pm 
Syracuse 8:00 pm 
Tacoma 10:40 am 
Tampa 8:00 pm 

Terre Haute 4:00 pm 
Toledo 7:20 pm 
Topeka 4:40 pm 
Trenton* 10:00 pm 
Troy 7:40 pm 

Tucson 1:45 pm 

Tulsa 2:00 pm 
Tuscaloosa 6:30 pm 
Utica 6:00 pm 

Waco 2:30 pm 
Waltham 6:00 pm 
Warren 6:00 pm 
Washington, D.C. 9 pm 
Waterbury 9:00 pm 
Waterloo 4:15 pm 
West Palm Beach 9 pm 
Wheeling 7:30 pm 
Wichita 5:00 pm 
Wichita Falls 12 noon 
Wilkes-Barre 8:00 pm 
Williamsport 6:00 pm 
Wilmington, Del.* 9 pm 
Wilmington, N.C. 2:45 pm 
Winston-Salem 9:00 pm 
Woonsocket 9:00 pm 
Worcester 8:00 pm 
Yonkers* 11:00 pm 
York, Pa. 2:30 pm 
Youngstown 5:00 pm 
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For helpful hints, friendly suggestions or tech- 
nical advice...that can save you time, avoid 
errors or help you get the kind of reproduction 
you want, just call JUdson 2-1396. You'll be 
talking to Admaster, America’s headquarters for 
slide know-how and reproduction facilities. Any 
size or type slide...color or black & white... 
one-of-a-kind. or large runs... Admaster can do 
the job right. Tough deadline? Admaster offers 
SAME DAY SERVICE on all types of slides... 
including color! As long as it has something to 
do with a slide, give us a call ...anytime. 


Admaster 


PRINTS, INC. 


ADMASTER BUILDING 
1168 SIXTH AVE., N.Y. C. 
JUdson 2-1396 
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for sale, daily, discontent 


It is part of the AD’s job to be able to wield all the com- 
munication weapons in the selling arsenal. One of these is 
discontent. 

It has often been said that you can’t sell anything to a 
contented man or woman. Finding and creating discontent 
is one of art director’s jobs. Sometimes this is done in a posi- 
tive, constructive manner, sometimes negatively. 

“Your filter cigarette no longer filters best;” in the current 
Life cigarette ads, illustrates the negative use of one of ad- 
vertising’s key stratagems. Life makes no bones about mak- 
ing smokers discontent with their present cigarettes. 

Creating discontent is akin to manufacturing obsolescence. 
Both techniques aim to make the consumer dissatisfied with 
a product that may still be functionally satisfactory. 

The fashion industry pioneered in obsoleting good mer- 
chandise by psychologically or stylistically outdating it. This 
technique has spread to other products including big ticket 
appliances, cars, office equipment, etc. 

Both the Life technique and the fashion approach play on 
fear... fear of being out of fashion, fear of cancer. 

So replace the old with the new, switch your brand and get 
ready for the next season’s campaigns. It’s a very credulous 
people who react to these approaches, but react we do. 

And as long as selling obsolescence and discontent move 
merchandise, it’s part of the AD’s job to employ them. Just 
as the copywriter says it with words, the AD is expected to 
make the same point with visual symbols. It’s one more of 
today’s hard sell techniques. e 





Art Direction, published monthly by Advertising Trade Publications Inc., 19 W. 44 St., New 
York 36. N. Y. YUkon 6-4930. Subscription price $6.00 per year; $10.50 for two years; $7.00 a 
yeor for Canada and $10.00 for other countries. Back issues 85¢ per copy. Publisher assumes ro 
responsibility for manuscripts or artwork submitted. Entered as second-class matter at the 
post office ot New York, N. Y., with additional entry as second-class matter at the post 
office at Baltimore, Maryland. 
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THIS IS VANDA ROBERTS 
INTERSTATE’S 
woman-in-motion 
for Armour Industrial Chemical Company’s new 
“the IDEA chemicals’ 
advertisements 


Every photographic illustration in these two Armour spreads was 





[ CREATED]by Vanda Roberts on location in New Jersey, Illinois, é 
Texas, New Mexico and California . . . on assignment for Foote, of 


Cone & Belding, Chicago. To meet a virtually impossible produc- F 
tion deadline, the entire series was completed within eleven days, i Pr 


including travelling time. eo” o?” 
of aaF 
7 of 

? 





PA 


fj -: | 


Vanda Roberts is the world’s only woman industrial photographic illustrator; 


her work appears as regularly 
in the consumer magazines 
as it does in the trade books. 


Well-bred, gracious, articulate, diplomatic, ‘take-charge’ and 
dedicated, Vanda's skills are those of the mature, proven 
professional. 


Vanda’'s activities are global...she is available for photographic 
assignments... anywhere...at congruous applications (median 
domestic rate—$750 per day). 
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- 
oe How Armour’s IDEA chemicals 
brought profitable new ideas 


6 6 mendes eare itis comet 


on oe They've made mineral recovery more economical, changed 
polyurethane foam, improved petroleum products and paint. 














Art Buyer C. Gene Walz Agency Foote, Cone & Belding, Chicago 


Art Director Bernard Guild Client Armour Industrial Chemical Company 


INTERSTATE 





DIVISION 


INTERSTATE INDUSTRIAL REPORTING SERVICE, INC. 


EXECUTIVE OFFICES: 675 FIFTH AVE.. NEW YORK 22. N.Y.. MURRAY HILL 8-1880 
MIDWEST REGIONAL OFFICE: 469 EAST OHIO ST.. CHICAGO 11. ILL.. MICHIGAN 2-0080 
WEST COAST REGIONAL OFFICE: 700 MONTGOMERY ST.. SAN FRANCISCO 11. CAL.. GARFIELD 1-1967 
DISTRICT OFFICES: PARK AVENUE BLOG... N. W. COR. PARK @ ADAMS AVES.. DETROIT 26. MICH.. WOODWARD 1-6900 
8 F. JONES BLOG. ANNEX. 31! ROSS ST.. PITTSBURGH 19. PA. COURT 1-2980 
3839 WILSHIRE BLVD. LOS ANGELES 5. CAL.. DUNKIRK 57161 


ALEXANDER ROBERTS: PRESIDENT awo GENERAL MANAGER 
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business briefs 


By n> w agencies, studios, art departments have 
got ost of their Christmas advertising 
out of the way, are finding it one of 
the >iggest Christmas ad seasons ever. 
Liquor budgets were way up, for pre- 
wraps, decanters, point-of-sale material, 
advertising. Big-ticket appliance cam- 
paigns are particularly heavy. 
* 


Not only was the end-of-year season big, 
but it started early. Studie billings 
for August, as listed in CAM Report, 
show August billings at 138%, the sec- 
ond highest point (140% last December 
is tops) since records have been kept. 
This is extraordinary summer activity, 
compares to a 90%, average activity in 
August 1958, the third lowest month in 
the past two years. 
* 


Retail outlook is for biggest Christmas ever. 
Printers Ink notes a tangible index of 
spending to come—a record high $114 
billion in Christmas Club payments. 
With the buying power there, except in 
areas hit by steel strike, retail advertis- 
ing can be expected to run strong too. 

* 
Crystal gazing into 1960 has started early. 
Optimists see not only a boom year for 
business—and therefore for advertising 
and ad/art—but see price stability as 
well. 

. 
Consumer spending is going to run at high rate 
in ’60, or a lot of faces, and budgets, 
will be red. Manufacturing, autos for 
example, is planning on much consumer 
buying. Those new semi-compact cars 
are expected to sell to an expanding car 
market, thus not making serious inroads 
into sales of established makes, domestic 
or foreign. To some this sounds like too- 
good-to-be-true-land. 

s 


Other 1960 optimisms in the privately 
circulated newsletters: 

industrial production up 4-5% 

employment up 

unemployment down, below 

3,000, 000 

corporate profits up 10% 

wages up about 10 cents/hour as 

in 1959 

personal income up 5% over 1959; 

1959 will beat 58 by 614% 

@ prices up 1% 
. 

How does this add up? With profits and 
income up more than prices, this is a 
real boost in buying power, would as- 
sure another good year for advertising 
and all connected with it. . 





. James C. Hagerty reported that 
telegrams received in London as} Whether Gen. de ! 


The long 
right arm 


of the 
designer 


The message and 

the illustration are joined; 
they communicate 

with utmost efficiency— 

this is the creation 

of the graphic arts designer. 


He adds new visual focus 
to verbal persuasion 

so effectively that those 
buying graphic material 


find his services approaching 


the indispensable. 


Tri-Arts gives added length 

to the designer’s arm 

through typography; 

viz. wide selections in type 
faces and sizes, 

skills in handling, and 

expert, often unusual, methods 
of proofing in colors, 

on special papers, 

in specified positions. 


In fact, everything 
that expedites 
the message. 


Tri-Arts Press, Inc. 
Murray Hill 6-4242 
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.|get snapshots. 


White House press secretary/fore. 
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sometimes it’s smart 








to put all your eggs 


in one basket! 


Take National’s complete Chicas 


photographic and art TV 
service, for example. 
Right on our own premises | 
we’re equipped to handle 
all your TV needs...to give 
you johnny-on-the-spot 
service...the same day! 





Write. for..New. Free Brochure | 








NATIONAL 
m7) STUDIOS 


42 West 48 Street « New York 36 « JUdson 2-1926 


FENGA DONDERE 3 i | 
SUG ETTRING 


... AND LARRY OTTINO’S )\ ar 
FLAVORFUL LETTERING p—-A ara i 
IS BIG EVERYWHERE! SS ee 
TRY SOME YOURSELF— 
CALL PLAZA 1-4760 FOR 
ZESTFUL ART SERVICES 
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FENGA & DONDERI inc. 
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Assembly Retouching Photography Display Packaging 












Stephens Biondi 
Chicago 
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a Now a full range of art services in Detroit SBD 625 Hunter Blvd. Birmingham, Michigan 
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Biondi DeCiceo Stephens Biondi DeCieco 





Layout Design Illustration Assembly Retouching Photography 








SPECIAL RUSSO SERVICES 


Om consultation on display or reproduction problems. 
Free pick-up and delivery. @ Free negative file system. 
No charge on standard jobs for twenty-four hour service. 

Ask for our brochure and price list for 


listings of our other Russo Services. 
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OVER 30 YEARS SERVICE 





AND NO TWO ARE THE SAME 





calendar 


Through Dec. 4 . . . Art Directors Club of 
Chicago 27th Annual Exhibition, Prudential 
Bldg. Annual awards dinner, Nov. 23, Palmer 
House. 


Dec. 15 . . . Deadline for ADC of New York 
39th national show. Show previews April 
11, opens to public April 12 at Astor gallery. 
Awards luncheon April 12, Waldorf Astoria. 


December . . . American Prints Today—1959, 
To Dec. 6 at Art Institute of Chicago, and 
Norfolk (Va.) Museum; to Dec. 22 at Detroit 
Institute of Art, Currier Gallery of Art, Man- 
chester, N. H., and City Art Museum of St. 
Louis; to Dec. 20 at Brooks Memorial Art 
Gallery, Memphis, and Walker Art Center, 
Minneapolis; to Jan. 3 at Wadsworth 
Atheneum, Hartford, Conn. 


Through Dec. 18 . . . School of Visual Arts 
gallery, drawings by Robert Frankenberg; 
Jan. 4-28, illustrations by Robert Andrew 
Parker. 


Jan. 1-15 . . . 10th Annual Fine Arts Show, 
sponsored by Art Directors Club of Chicago, 
at Main St. Galleries. 


Jan. 4-15 . . . NYADC 38th traveling exhibi- 
tion, Memphis ADC. 


Jan. 19-Feb. 29 . . . Illustrators ‘60. Society 
of Illustrators galleries, New York. 


Feb. 8 . . . Creativity Series. Sponsored by 
Art Directors Club of Chicago, Art Institute, 
University of Chicago. 


February . . . 15th annual Western Exhibi- 
tion of Advertising & Editorial Art, ADC of 
Los Angeles. 


April 28-May 15 . . . ADC of Milwaukee, An- 
nual Exhibition, at War Memorial Center. 
Awards dinner, exhibit preview, April 27, 
Memorial Hall. 


Arts Club of Chicago .. . through Dec. 6, 
Contemporary Painters of Japanese Origin in 
America; Dec. 12-Jan. 14, Drawings and 
Sculpture by Henry Moore. 





Change of Address. Please send an address 
stencil impression from a _ recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
Art Direction, Circulation Office, 19 West 
44th Street, New York 36, N.Y. 
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N-MASTF 





Cader 


DNOGRAM ART STUDIO INC. * 515 MADISON AVENUE, N. Y. 22, N. Y. * PLAZA 3-8974 
PMONOGRAM * PENOBSCOT BUILDING, DETROIT, MICH. * WOODWARD 1-0420 
EN-MASTROPAUL (AFFILIATE) * 114 NORMA RD., SYRACUSE * HUNTER 8-7411 
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send for free talent portfolio: 360 n. michigan ave., chicago 1, illinois; randolph 6-983 





roy andersen 
jim curPtan 

pat donovan 
parker heath 
john kolleng 
Shirley krimsin 
pat rosado 
jack smith 

















o’grady | payne, inc. 











PHOTOGRAPHY 


(reproduction-wase 











*rik shaw 
TME TOTAL PHOTOGRAPWIC SERVICE 
250 west 57th street, new york 19, n.y. « plaza 7-3988 








You too can be a photographic 
reproduction specialist. Keep a copy 
of our brand new glossary pictured 
above in the top draw of your 
desk. Fifty-two pages jammed full 
of facts and figures on the best 
way to make prints, filmstrips, 
enlargements, slides, colorprints, 
transparencies and 81 other 
photographic services. Send for 

a complimentary copy—it will add 
the equivalent of at least one 
man to your production dept. 





in NEW JERSEY 


INDUSTRIAL 
PHOTOGRAPHY 
on LOCATION 


srcad Street, Newark 2,N.J 








letters 


Duitz not stock .. . 


The Levy rye bread ad on page 37, 
August issue of AD was erroneously 
credited as a stock photo. Photos of the 
truck and rye bread should have been 
credited to Murray Duitz. 

Florence Duitz, 

Murray Duitz Studio 





Now ...a thinking man’s camera .. . 


The Upset Setup shown is “The Think- 
ing Man’s Camera” display by Condit 
Studio at the Oregon Advertising Club’s 
first annual Ad Fair held September 28. 
Place of the Ad Fair was the luxury 
Lanai rooms in Portland’s new Sheraton 
Hotel. 

The Thinking Man’s Camera gave 
advertising men the opportunity of view- 
ing a complete setting right side up by 
looking through the ground glass of the 
camera. Shown is Mr. Bill Grand of 
Condit Studio adjusting the camera. 

Don Condit, Condit Studio, 
Portland, Ore. 


New art technique is 4-dimensional ... 


I am enclosing with this letter an art 
pull of Messrs. Arthur Lyon & Co. (En- 
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BERT RAY STUDIO,INC., CHICAGO 


230 EAST OHIO STREET, PHONE: WHITEHALL 4-0651 
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gineers) Ltd., Stamford alternator ad- 
vertisement using an Oscillon (a four 
dimensional form traced by electrical 
waves on a cathode ray oscilloscope) by 
Ben F. Laposky of Cherokee, Iowa. This 
advertisement represents the first appli- 
cation of the electronic form in this 
country and Oscillon No. 19 was also 
used as a central feature on their stand 

} at the 1959 Electrical Engineers Exhibi- 
tion held at Earls Court in April. 

Laposky has to-date been successful in 

obtaining applications of these forms in 
the United States, Canada and France, 
and I have seen most of these applica- 
tions, all of which are impressive and 
exceptionally effective. I do, however, 
feel that this is not the most important 
aspect of the development of the Os 

cillon. The world of electronic form, 
in my view, represents the only new 
basic concept in design since the Bau- 
haus and due to the nature of the devel- 
opment it is only the publisher who can 
ultimately open this world up to design- 
ers, schools and the public at large. 

| A. C. Garrett, 

Group Publicity Manager, 
Newage Engineers Ltd., London 


Ad training for artists opposed .. . 


Having an art problem? Don’t despair! In the September, 1959 issue, a report 
is made by your Educational Committee 
a regarding a survey conducted within 
Call us at MU6-5740. your group. Which Art Schools Are 
; P Serving You Best? 
We'll be pleased to send our representative or From a survey of this kind I can ac- 
cept as irrelevant the ignorance peri- 
odically shown by suggestions like: 
our latest brochure. “Encourage high school students with 


‘flair’ to attend art school, concentrating 


CHARLES W. NORTH STUDIOS, INC. Na on commercial and design classes sep- 


A arate from ‘art’ classes. Discourage ‘art’ 

79 Madison Ave., New York, 16 MEnoen classes as advertising courses in colleges 
and universities.” 

My grievance arises from the general 

tone of short-sightedness implicit in all 

but one criticism and three of the pro- 


posed recommendations. If it were nec- 
Closeup of PHOTO STATS essary, the ingredient of expedience 
our client’s could be underscored in the separate 
replies. However, since conformity has 

left , 
e eye been reached so expressly in determin- 


2 You will note its AM t RICAN ing “where the artist fits in,” I can voice 


my grievance to the whole. 


resemblance to a martini BLU t PRI N T @e) A few years ago, C. Wright Mills said 


olive. He’s been able : , ae “ 
to drink eo many more 7 EAST 47” ST Plaza 1-2240 of the intellectual’s position: “No longer 
lately with all the 299 MADISON AVE PALT) detached from the spirit of immediate 


deadline time we’ve 630 FIFTH AVE CO 5-0990 . eee rg agg ote * — 
como 274 isinterested, the intellectual (an 

60 EAST 56° SI Flere 17200 would add—the artist) is becoming a 
PRESENTATIONS by TERMINAL technician, and idea-man, rather than 
8 West 45th Street, New York. MU 7-3670 : (continued on page 26) 
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Photo by Frank Misek 


528 


NORTH 


MICHIGAN 


AVENUE 


2-COLOR REPRODUCTION from a Full Color Transparency 


The quality obtained here, is by the Duotone Dye Transfer Print Process, 
a specialty of Stowell Studios, Inc. True photographic fidelity in both colors... yours to see 
before you are on metal. If you wish to see more proof, contact 


STOWELL SPULDIOS we. 


CHICAGO 11, ILLINOIS MICHIGAN 2-4265 





a Starch Reader Impression Study 
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finding the common-denominator appeal to a diverse business 


reader audience, CANCO ad uses a consumer pitch with quick 


translation into specific product meanings 


The general business audience is such 
a composite group that it is difficult to 
find a common denominator or a general 
“appeal.” Some readers are purchasing 
agents; some vice presidents in charge 
of sales; some responsible for general 
administration and some expected to be 
technically proficient in very specialized 
field. General business readers may work 
in manufacturing, distribution, construc- 
tion or finance. The message which 
seems important to one reader may seem 
irrelevant to another. 

How can the advertiser create an ad- 
vertisement which is general enough to 
appeal to this composite group as a 
group and specific enough to convince 
individual readers with technical back- 
grounds that the product message is in- 
formative? Since all businessmen are 
also consumers, one solution is to use 
a consumer appeal in the illustration, 
but this approach can be dangerous. 
The reader may be reminded that he is 
a father or a sports fan or car owner 
and forget for the moment that he is 
also a potential customer for a product 
which is actually outside the consumer 
field. 
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If a consumer appeal is used in illus- 
tration, positive attitudes generated by 
the illustration must be quickly trans- 
lated into specific product meanings. 
The CANCO advertisement reproduced 
here is unusually successful in making 
the transition from a general consumer 
situation to specific product meanings 
within a business context. 

The headline is the crucial factor in 
the transition. Instead of reinforcing the 
sensory appeal of the strawberry short- 
cake in the foreground, it immediately 
directs the reader’s attention to the prod- 
uct which he may have overlooked in his 
initial contact with the ad. In this ex- 
ample, the product’s relevance to the 
consumer situation does not depend 
upon the simple observation that the 
product appears in the _ illustration. 
Readers interviewed in a Starch Reader 
Impression Study of the advertisement 
associated the “new bright-white” ap- 
pearance of the CANCO package with 
“cleanliness” and “purity,” two vital 
considerations in food packaging. 

Excepting the statement that the con- 
tainer is, “Ideal for fruits and berries 
and well-suited for many other foods,” 


the copy concentrates on product fea- 
tures, with no mention of the straw- 
berries shown in full color. 

This combination of an appealing 
illustration and copy with a strictly 
business flavor is effective for readers on 
all levels. Readers who are closely asso- 
ciated with production learn important 
facts about the product. Administration 
readers do not become so involved with 
specific product features but they can 
“see” that the product is good, and the 
ad’s message is backed up by the influen- 
tial CANCO name. Investors are assured 
that the advertiser will continue to im- 
prove his products rather than relying 
upon past achievements. 

Although the consumer approach can- 
not be used for all products, reader re- 
sponses to this advertisement prove that 
the business advertiser does not always 
have to decide upon a consumer ap- 
proach or a business approach. With a 
product that is clearly relevant to the 
consumer situation and a headline which 
forges a strong link between illustration 
and product message, both approaches 
can be successfully combined within a 
single advertisement. * 
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color harmony manual 


Designed to make the choice and application of color easier and 
more effective. Write to Color Standards Department, Container 
Corporation of America, 38 South Dearborn Street, Chicago 6, Illinois. 
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S) ree: AAH-HA, A Thinking Mar ; 
(gy rer: So thinking is your joh. What's: your hobby? 





THINKING MAN: Feldkamp-Malloy 


be d 
Vig) REP. Second best hobby there is! But vou seem to be on fire 


right now with a hot idea for... 


THINKING MAN: (interrupting) Feldkamp- Malloy 







| ‘ ’ ’ . ~ 
fay REP.: Say that into this Toran ienre S filter moult a y un i mi 
VW i 
the rubber cement dW from those S} al 


[he number is ANdover 3-0633 


185 N. WABASH AVENUE + CHICAGO | 


FELOKAMP MALLOY, INC. 





complete, palm-sized file 





of 98 art and 98 photographic handlings. 


(shown actual size) 
ADVERTISING ART 


PHOTOGRAPHY 
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Feldkamp- Malloy, Inc. 


Advertising Art & Photography 


$2.00 (check or money order only) for “196 INSPI- 185 N. WABASH AVENUE - CHICAGO 1 
IONS FOR THE THINKING MAN.” 98 types of 


IF YOU HAVE A THINKING MAN’S IDEAS 
need award quality photos or art, send in the coupon 


98 art techniques, styles, handlings. Helps you de- a complete creative art and photographic 
helps you order what you want done for you. Sug- 
inspires— but, of course, it takes you to spark the big 

iL We simply light up when you call (once again, 
lover 3-0633). — 


service to support your better judgment 


ADDRESS 


yO STATE 











QUALITY «+ SERVIC 
QUALITY + SERV 
SERVICE + QUALITY + SERVI 
ITY * SERVICE + QUALITY 
ALITY » SERVICE * QUALITY + SERVICE 
QUALITY * SERVICE * QUALITY + SEf 
DUALITY *« SERVICE * QUALITY + SERVICE 
SERVICE * QUALITY + SERVICE »- QUAL 
OF Se @] UPN Gare) 0141 Ol ote @ 1 UF- Vn As) 
UALITY + SERVICE + QUALITY + SERVICE 
ICE +» QUALITY + SERVICE + QUALITY - 
SERVICE « QUALITY * SERVICE + QUALIT 
ALITY + SERVICE —— SERVICE 


QUALITY + SERVICE 


QUALITY *« SERVICE 


QUALITY 
ICE * QUAL 





From Chicago: Bill Bryan, Don Elmi, 
Bill Goes, Art Magee, Adrienne Michelon, 
Dick Oppenheim, Dewey Petty, Brian 
wg Bob Tomlin, Wright Zink, Don 
olan 

Photography : Lee Balterman. 

From New York: Josef Cisar, Vincent 
Mancini, Bob Lopshire; Sam Bates, Jerry 
Powell, John Teppich, Ken Rossi. 
Photography : k Ballarian, Zvonko 


Glyck. 
360 N. Michigan Ave., Chicago1 
Financial 6-0944 
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duplicate 
any size 
(from art or transparencies) 
reproduction quality or 
brilliant display quality 


projection siides 
any size & style 
(from art or transparencies) 
35mm, TV size, 
lantern size, 
overhead projection 











flim strips 
(masters - duplicates) 


color and b, & w. 
(from art or transparencies) 


* 6 hour service available 


COLOR* Prints 


any size & style 
(from art or transparencies) 


W Atkins 44-8573 


108 W. 24th St... New York 
Cables: Labsbebell, N.Y. 
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(continued from page 18) 


one who resists the environment, pre. 
serves the individual type, and defends 
himself from death-by-adaptation.” 

Art can and should be a service to 
any society, though in essence it is neces. 
sary to society. The artist also can and 
should be a service to society, though no 
society could ever dispense with him. 
(For when squelched here, he pops-up 
there—witness, Gropius, Kepes, Stravin- 
ski.) My observation from the consensus 
of replies is that your group, most of 
whom (regardless of the title they may 
hold) are not in contact with the essence 
of art, is either not “in the market” for 
artists or they fail to acknowledge the 
primary attribute of the artist—the qual- 
ity by which he singularly can be of 
service—his intuition, creative spirit or 
“flair” (if my friend will allow). 

This creative intuition—this sensitive 
perceiving of his environment, is the 
factor in young artists which is irrevoc- 
able by society; if they cannot retain it 
through our institutions, they will re- 
place ours with new. Unfortunately, the 
sensitive intuition of an _ individual 
young artist is extremely vulnerable in 
a day when private action effects so 
little. We must face it squarely, how- 
ever; when this spirit of creative intui- 
tion is usurped from the central posi- 
tion it must hold, the individual (young 
or old) becomes something other than 
an artist! 

The preservation of this intuitive core 
in the art student is, more often than 
not, a matter of removing barriers 
rather than a program of organized 
“training.” Such training as advertising 
methods, current trends, public speaking 
and on and on, stifle the student’s de- 
velopment because (if for no other rea- 
son) they are re-statements, in words 
and figures, of data thoroughly perceived 
by his intuition. This re-statement in 
terms not needed by one who perceives 
presents confusion and, I repeat, stifles 
development. (This is not to mention 
the social and economic lies which these 
expedient measures promulgate.) 

Most art directors do not seek the 
service of artists. How could they—hav- 
ing lost contact with the central spirit 
of art? Instead they seek the servitude 
of technicians! I frankly suggest they 
enlist the graduates of their local Tech 
High—or better still, they should badger 
for legislation permitting apprenticeship 
in promotion for any sixth-grader who 
shows a “flair” for mercantile exploita- 
tion! 

For the art director to seek the service 

(continued on page 30) 
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— withstands heat up to 300 degrees! 


...@ffort and money with BLU-ZIP self- 
sticking acetate sheets. It never ages! Easy to 
use — positions where you want it... stays 
where you put it! 


Available in unlimited patterns, shades 
and symbols, PLUS custom-designed logos, 
trademarks, signatures, etc. 


Repeat — repeat — repeat! Again and 
again . . . exacting, clear reproductions from the 
same art. BLU-ZIP won't peel, buckle or blister 






Hurry To Your Dealer Today 
or write for free catalog! 


os 


‘ p ARA-TONE INCORPORATED 


“2 512 West Burlington * La Grange, Illinois 


PARA-TONE PRODUCTS—irst choice 
with professionals — everywhere! 
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Here's the 
experience of 
skiiset 

typographers: 
by becoming a leading typo- 
graphi: service in little more 
than a decade, we've proven 
that when you GIVE more 
service, more quality, more 

extras — you GET more cus- 
tomers. Today our modern 
plant is one of the most com- 
plete in New York—and 
we're still adding equip- 
ment...the most modern 



















equipment available. 


ET 








THE MORE YOU IVE...THE MORE YOU 









For instance, Skilset Typographers 
now offers the extra service of 





skuiset @] Priontype 






This revolutionary new process permits, for the first time, the 
conversion of any combination of printing metals directly into 
photographic images on both film and paper for use by any 
printing process... with resultant one-step time and money 
economies. Moreover, Skilset/Brightype produces sharp, no- 
smear repro proofs of such clarity and quality, they set a 
new standard of perfection in the Graphic Arts 
Industry. Please do call about our services and to 
find out how this amazing new process can 
be adapted to your own needs. 
















250 West 54th Street, New York 19,N. Y. + Plaza 7-2421 
Day and Night Shifts. Pickup and Delivery “pronto” Service 
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THE LAST DECISION 


You created it. You slept 
with it, made love to it, 
hatched it. 


One more decision before 
you go on to the next 
campaign. Who'll get it 
back on time...and right? 


That’s our promise to you. 
Your job back on time... 
and right. 






Village 8-GO50 -COlumbus 1-3673 
NORM ULRICH STUDIOS 
advertising art and photography 
6930 Roosevelt Road -Oak Park, Illinois 


Clark Krueger— 
Executive Art Director—Wesley, Heyne & Cuca 





pencil chewers; 


Why be nervous and uneasy about 
color work? 


Instead, go right to K & L with 

our requirements for Dye 

ransfers & Ektacolor (“C”’) prints 
for reproduction, comps, displays, 
color processing, flexichromes,. 
transparencies, slides and 
filmstrips. Be sure of finest, exact 
color reproduction delivered on time. 
Discuss problems with K & L’s top 
technicians — Sam Lang and Len Zoref. 
Call or write for free color Data 
Handbook and complete Price List. 





Li Sunsnan 


TP color service, inc. 
AND ANG Dept. 4-12 10 East 46th Street, N. Y. 17, 
N. Y. MUrray Hill 7-2595 
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(continued from page 26) 


of artists, (a service he obviously needs— 
reference: Edwin H. White’s article in 
the same September issue. Mr. White's 
complex is familiar; he can’t admit that 
he is a mercantilist) the art director 
must re-contact the essence of art—crea- 
tive intuition. In the light of this con- 
tact he will clearly recognize what it is 
the artist can give. 

There is just one embarrassing, rag- 
ged edge left; the light of this contact 
will also reveal quite painfully the di- 
chotomous position of the art director. 
On the one hand, he is (to varying de- 
grees) a willing associate of acquisitive 
mercantilism, while on the other hand, 
his renewed awareness of art awakens 
a will to sacrifice (even his status) for 
the value inherent in creative intuition. 

Robert G. Strobridge, Instructor, 
Kansas City Art Institute 


Teaching beauty... 


The Art Directors Club of Milwaukee 
spent a most delightful and enlightening 
evening when we held our recent meet- 
ing on September 23rd. We were in- 
vited to view a student exhibition of art 
at Cardinal Stritch College in Mil- 
waukee. The Art Department of this 
parochial girls school is headed by Sister 
Thomasita, a unique individual of 
whom I shall write shortly. 

As with most student and amateur art 
displays, I personally had feelings of de- 
precation before attending, and had 
there been an available excuse, I would 
have dodged this one. 

We were escorted to the fifth floor of 
the archaic, cloistered structure that 
houses Sister Thomasita’s Studio. It was 
like (to use the feature writer’s cliché) 
stepping into another world when enter- 
ing the studio from the austere bleak- 
ness of the rest of the building. There, 
in blazing light and glowing color, was 
an assembly of work that, creatively, 
matched any like display, whether the 
work of amateurs or professionals. 

A Milwaukee newspaper described 
this work as “inspired.” Though this 
word is freely used by critics, all of the 
AD’s present concurred unanimously 
with the adjective. In most shows it is 
natural to single out certain pieces as 
good, some as mediocre and to relegate 
the majority as either “not to my liking” 
or just plain lousy. The work that makes 
an AD’s “awe parade” is scarce, indeed. 
Now, the amazing thing about this dis- 
play was its uniform quality; every piece 
was not only good, but was exceptional! 
And more extraordinary is the fact that 
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photographic assignments in florida > \ or anywhere in the world eas in 
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Se Peo forward our portfolio 
x PHONE 


v south miami, florida il miami MO 1-5688 


or black and white... 
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we'll happily (Ss @) discuss your assignments 
ardean miller lll? 9901 south ludium road + 
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BILL STEINEL 








on every layout, illustration and mechanical 


STUDIO Creative thinking and careful production planning 





37 WEST 57 STREET+NY*PLAZA 3-3251 
Our new printed portfolio of samples sent on request 
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NORMAN M GRABER ART ASSOCIATES ’ 
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The best advice 
you can give 
a young artist 


/ Y OU can help promising young 
members of your art staff ad- 


vance their development several 
years—make them more valuable 
to you almost at once—simply by 
suggesting they mail the coupon 
below. In fact, more than one out 
of five Famous Artists Schools 
students were working artists be- 
fore they enrolled—many of them 
recommended to us by leading 
art executives. Why not suggest, 
today, to one of your talented 
hopefuls that he send for the 
free information offered below? 








sinceeienis au Aeiaiieat- een ats cine aieeenth aeeienemreme eh ain eins amie ea eae _ 

| Norman Rockwell FAMOUS ARTISTS SCHOOLS | 

| a. Studio 5007, Westport, Conn. | 

Dohanes Send me, without obligation, 

| Harold Von Schmidt = inrormation about the A. - you offer. | 

| predivdekens it | 

| Al Pasher ws Se ae RR EE a ae 

| Ben Stahi TIES ET Sa a ONE 
Robert Fawcett | 

| Austin Briggs ET a | 
Dong Kingman 

4 Albert Dorne LEAD NS RET? | 
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unicatlones 


Creatively assisting your 
every audio-visual need: 

TV COMMERCIALS 
INDUSTRY FILM PROGRAMS 
SLIDEFILMS 

CLOSED CIRCUIT TV 

SALES MEETINGS 
CONVENTION PROGRAMS 
SOUND RECORDING 


the 
new s 
Fred Niles 
Communications 
Center 


1058 W. WASHINGTON BLVD. 
CHICAGO 7, ILL. 
SEeley 8-4181 
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m= «We're in an ART DIRECTORS’ EXHIBIT everyday. 






Each day it is our privilege to interpret ART DIRECTORS’ 


thinking for TELEVISION or PRINT. 











For us, at SARRA, each ADVERTISEMENT or TV 
COMMERCIAL is an ART DIRECTORS’ SHOW... 
And each day the AWARDS to which we look forward 


are SALES of your CLIENTS’ PRODUCTS. 






inc- 
200 EAST 56th STREET 
NEW YORK 22, N. Y. 


16 EAST ONTARIO STREET R=. 
CHICAGO II, ILLINOIS 


SPECIALISTS IN VISUAL SELLING 


cember 1959 





VERSATILE 


IN 

CONDENSED 
REGULAR 
EXTENDED 
BOLD 

BOLD EXT. 


VWINIAIVOSDOAOIIA 


FROM NEBIOLO,!TALY’S LEADING 
TYPEFOUNDRY, COMES MICROGRAMMA, 
A FRESH SANS SERIF: SQUARE IN FEEL- 
ING, STRONG YET SUBTLE IN ITS SUNNY 
MEDITERRANEAN GRACE. CONDENSED, 
REGULAR WITH BOLD, EXPANDED WITH 
BOLD. SIZES 6 TO 36. SEND FOR SHOW- 
ING OF BEAUTIFUL NEBIOLO TYPES, 
AVAILABLE FROM AMERICA’S LEADING 
IMPORTER OF EUROPEAN TYPES: 

AMSTERDAM 
CONTINENTAL TYPES 


& GRAPHIC EQUIPMENT, INC. 


268 FOURTH AVENUE, NEW YORK 10, N.Y. 
SPRING 7-4980 
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the work is not that of a few talented 
honor. students, but the combined work 
of all the students! 

There was no “fortunate accident” 
art, nor, “I do this because I can’t draw” 
type of thing, but rather a collection of 
work thought out to the extreme degree 
and executed with the finesse and man- 
ual skill of accomplished artisans. The 
work was diversified to the extent of 
being unbelievable in its scope; with 
such unlikely mediums as stone and 
ebony carving, tapestries and furniture 
making. 

Since this show is made up of the 
work of over a hundred individuals 
within the normal range of talent, how 
is it possible to achieve such uniform 
excellence? The answer is “direction!” 

I am not a Catholic and am not an 
overly religious man, but Sister Thoma- 
sita certainly impressed me (as well as 
the other AD’s) with her extreme en- 
thusiasm, interest and devotion to art, 
inspired by her religion. It is her aim, 
she said, not to teach a person to paint, 
draw, or sculpt, but rather to teach them 
to savor and taste beauty. For an indi- 
vidual to have the ability to discern 
beauty and be able to break it down 
into its fundamentals and rearrange it 
into other beautiful forms, is to be able 
to create; and creativity is art. In every 
individual there is that God-given abil- 
ity to create, according to Sister Thoma- 
sita, and with proper guidance, that cre- 
ativity can be brought out so that that 
person can perform superb pieces of 
work. 

We AD’s can benefit from this con- 
cept in “teaching” art and adapt it to 
our own needs. In other words, we 
should learn to be better extractors 
rather than better directors. Right? 

Wesley Corner, Correspondent 
Art Directors Club 
of Milwaukee 


what’s new 


DISPOSABLE MARKING PENS in cartridge 
form are felt tipped, come in 10 non- 
fading colors, each color identified by 
removable friction tip which prevents 
ink from drying out. Inquire at Trans- 
mar, Inc., 161 E. Erie St., Chicago 11. 


COLOR GUIDES for screen process, letter- 
press and lithography, each guide 3x51,” 
with five color chips of standard Day- 
Glo color, is available from Switzer 
Brothers, Inc., 4732 St. Clair Ave., Cleve- 
land 3. 
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FREDRIX 


Since 1868 


3 STORES IN NEW YORK 


CONVENIENTLY LOCATED 
TO SERVE YOU 


PROMPTLY AND EFFICIENTLY 


Distributors of All Famous Brands 





PHONE FOR PROMPT SERVICE 


ARTISTS MATERIALS + DRAFTING SUPPLIES 
PICTURE FRAMING 


E. H. & A. C. FRIEDRICHS CO. 


Artists Materials Since 1868 


in 
New York 


In 
Philadelphia 





40 EAST 43rd STREET 


‘ Murray Hill 2-2820 


140 WEST 57th STREET 
Circle 7-6608 


363 LEXINGTON AVE. 
Lexington 2-0300 


fo = Taws, Inc. 
1527 Walnut Street 


Rittenhouse 6-8742 
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All these typographic aids are yours as a Monsen 
customer: the big Monsen Type Book showing line 
specimens for every type size, weight and style... 
the Handibook for easy reference to hundreds of 
faces .. . the new Type Selector for picking 
effective body and heading combinations. . . 

the Monsen slide-rule Type Caster for scaling copy 
faster . . . handsome, precision line gauges for 
saving hours of counting or guessing. 


But even more important, you benefit by the counsel 
and skills of highly experienced Monsen craftsmen 
who know how to add those typographic refinements 
which invite readership, convey the feeling of the 
message and reflect the good taste of the advertiser. 


Try Monsen on your next job . . . experience that 
difference in quality and service for yourself. 


“+ typographers, inc. 


CHICAGO 11, Illinois - 22 East Illinois Street - Telephone: SUperior 7-1223 
| LOS ANGELES 15, California - 960 W. 12th St. - Telephone: RIchmond 7-6191 
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View of ten Promotional Art salesmen out delivering more of our very high-quality 
art and photography to discriminating clients. 


1S ONE OF THESE MEN CALLING ON YOU? 
If not, you are being cheated, discriminated against, and unfairly abused !! ! 


PROTEST!!! call WHitehall 4-3090 and complain vigorously! 
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Get the <= tA 6-4562 habit! 


























Whatever your paper needs, Marquardt can fill them! 


Warren, Strathmore, Mead, Curtis, Beckett, Nekoosa, Mohawk, Consolidated, 
Neenah, International, these and other famous mill brands—you name the 
creme de la creme of American Papers, we have them. Whatever your paper 
needs, we can provide them from an unmatched array of printing and publishing 
papers . . . From your knottiest paper problem to your fastest delivery need, it's 
just good business on your part to depend on Marquardt. So—get the CA 6-4562 
habit as so many other paper-buyers have already. It's a profitable habit. 





IF YOU HAVEN'T A COPY OF MARQUARDT'S NEW PRICE LIST AND CATALOG, BE SURE 
TO PHONE FOR YOURS TODAY. IT'S THE LAST-WORD IN PAPER INFORMATION! 





IN NEW JERSEY 
Phone UN 4-3780 





153 SPRING STREET, NEW YORK 12 
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type “C” ektacolor print 
dye transfer 
black & white 


& flexichrome 


retouching 


involving the use of bleaches, dyes, 
electronics*, chemistry and abrasives 
for the sole purpose of insuring the 
most faithful reproduction of your 
photography is truly an art as pre- 
pared and produced by Archer Ames 
Associates 


& NOW 


a new mechanical art and photo ser- 
vice department insuring facsimile 
color conversion, black & white copy- 
prints, and screened velox prints for 
the most faithful reproduction of 
your advertising art. 


ARCHER AMES 
ASSOCIATES 


16 East 52 Street, New York 22, N. Y. 
Murray Hill 8-3240 


*Contact: ARCHER AMES/LEON APPEL 





three 
dimensional design 


STANLEY GLAUBACH 
WATKINS 9-3359 





what’s new 


VERSATILE MAGNIFYING LAMP: Distortion 
free 4X magnification, Circline fluores- 
cent tube, precision spring-balanced ac- 
tion are features of the Luxo Magnifying 
lamp, Model FLM-1. Details from Luxo 
Lamp Corp., Dock St., Port Chester, 
N. Y. 


ALUMINUM MARKER: Cado-markxer is an all 
aluminum felt tip marker with colored 
ink in a factory sealed refill barrel. Ink 
is transparent, waterproof, quick drying 
and permanent on all porous surfaces. 
Colors: red, blue, green, yellow, brown, 
orange, purple and black. Cushman & 
Denison Mfg. Co., Carlstadt, N. J. 


PHOTO PUBLICATIONS GUIDE: Kodak Books 
and Guides 1959 (1-8) lists Eastman’s 
titles in general and specific subjects, de- 
scribes contents, lists pages and prices. 
Free from Sales Service Div., Eastman 
Kodak Co., Rochester 4, N. Y. 


FAST REPRO FOR CONTINUOUS TONE: Hi- 
Gloss Black Dryphoto (108DZ) repro- 
duces a print of a film positive in sec- 
onds. Film positive is laid over Dry- 
photo material and run through any 
Ozalid copier. Copies can be automati- 
cally collated as they are produced. Dry- 
photo can resolve more than 100 lines 
per millimeter. Details from Ozalid Div., 
General Aniline & Film Corp., 35 Corliss 
Lane, Johnson City, N. Y. 


FREE-LOAN PHOTOGRAPHY FILMS: New pro- 
grams from Ansco are Scholastic-Ansco 
Exhibit, Portrait Critique, and How 
Anscochrome Works. First also contains 
duplicate transparencies of many of the 
prizewinning slides. Second program 
shows 8 portrait prints, has 40 min. of 
tape recorded comments. Third has 48 
slides on subtractive processes of color 
photography. From Ansco, Camera Serv- 
ices, Binghamton, N. Y. 


PORTABLE DISPLAY: Aluminum self-con- 
contained sales and training aid is the 
Pitchmaster. Folder describing it from 
Slanhoff Mfg. Co., 638 S. Columbus Ave., 
Mt. Vernon, N. Y. 


VISUAL AIDS GUIDE: Practical Specifications 
For Visual Aids in new booklet includ- 
ing “12-point checklist for the visualizer,” 
how-to guides on maximum visibility of 
chart color combinations, on letter-size/ 
readability ratio, screen width-audience 
size formula, etc. Free from Admaster 
Prints, Inc., Admaster Building, 1168 
Sixth Ave., New York 36. 
(continued on page 89) 





FLAIR 


ON A 
BUDGET 


Extra color. Imaginative 
effects. Smooth ink coverage. 
All yours with 

ATLANTIC PASTEL OFFSET 
In six exclusive shades 

with matching cover stock 

to spark your creativity. 
Distinctive suede finish. 

See these delightful shades 
yourself. Send today for 
free artist’s sketch pad 
containing all six. 


tastees 


ATLANTIC 


EASTERN FINE PAPER AND PULP DIVISION 
STANDARD PACKAGING CORPORATION « BANGOR, MAINE 





























This is EASTERN’s Atlantic Pastel Offset, 
Dustie Pink, Basis 70, Suede Finish. Other colors: 
French Cream, Ocean Green, Mistie Blue, Smokie Gray, 


Daffodil Yellow. For extra copies of this insert, 
write to Eastern Fine Paper and Pulp Division, 
Standard Packaging Corporation, Bangor, Maine. 














WHO DID THESE IN CHICAGO? 


A monthly look at some of the work done by one of 
Chicago’s liveliest art-photography studios—devenny-wood. 
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VALVES © FITTINGS © PIPE > PLUMBING + HEATING + AIR CONDITIONING 


Crane 
Valve 
color 
page in current magazines shows dra- 
matic under-ice view of sub Nautilus. 
Studio research department spent days 
getting art copy on the new sub, finding 
out what ice looks like from under water. 
Finally, a scale model of sub was built so 
artist Chuck Wood could get dimensional 
feel he wanted into the art. Result: illus- 
tration so accurate even frog men 
couldn’t find flaws in it! Small but im- 
portant detail: for the valve illustration 
at lower right, studio used existing bw 
photo, retouched it to go in 2 colors. Per- 
rin Smith, at Buchen, was the AD. 


How does the North Pole 
look — underneath? 


finished assembly by 
devenny-w , 


AQ ff Art, lettering and complete 
y Bea : 


+ 


CUT ON DOTTED LINE 
AND LIFT OUT 


to save for future reference 





. and they left Greyhound 

the drawing to us!" Corporation 
annual report 

is latest example of how modern firms 


ae put their “selling foot” forward to stock- 


holders. Tight wash drawings highlight 
the 20 pages, with color overlay in Grey- 
hound Blue, to give duotone effect. Em- 
bossed symbol on cover adds a feeling of 
importance and quality. Client: Verne 
Kelley, Greyhound Advertising Manager. 


Design, illustrations, color 
separation, all production and 
typography: devenny-wood. 


French bootmaking Any footwear 
in Chicago! art director will 

tell you foot- 
wear fashion art is always a problem. 


Here, Campbell-Mithun AD, Per Hoge- 
stad wanted to combine French motif 
background photo with art work which 
would show his product's interesting Pais- 
ley pattern detail, right down to the last 
stitch. D-W photographer Conrad Bailey 
and artist Chuck Wood teamed up to do 
the job—and didn’t drop a stitch! 


@® hi Art, photography, dye 
Gy E33 transfer, stripping, Ditwing: 
aaa devenny- wend 


i" Mi. 


Sais « sere 








The every- 
year prob- 
lem of 
dramatizing a new line in new-looking 
catalog pages was solved for 60 by Zenith 
with this new D-W format. Studio devel- 
oped 10 different layout approaches for 
client to choose from. Zenith’s Manager 
of Merchandising Service, Howard Fuog, 
chose one; and two D-W photographers 
worked together, taking the entire ‘60 
Zenith line. Conrad Bailey did back- 
grounds, Dick Haysen, merchandise. 
D-W studios, among Chicago's biggest and 
best-equipped, make it possible for one 
shot to be set up in one setting while an- 
other is being photographed in the next 
setting—a real plus when you have many 
pictures to be taken in short time. 


How to give a new line 
a new look 


piotegrente, styling, page 
ayout and typography: 
devenny- sy 








Fulton-Morrissey AD 
Don Alden really 
gave D-W photogra- 
pher Connie Bailey a combination to 
work with, in this magazine page for Sink- 
Erator! Studios with room enough for a 
car helped making the picture easier. You 
can do big “outdoor” shots indoors at 
D-W any time of year, with back- 
projected scenery. Weather’s always 
sunny there (unless you want rain!) 


Cars, fashion 
—and garbage 














Who did these in Chicago? 


a monthly look at some work done by devenny-wood, continued from other side. 


Creative account man helped Studio 

and 
agency account man worked together to 
create this and 11 other new pages for 
Universal Oil Products business maga- 
zine campaign. D-W artist George Roth, 
and Fred Maslen, VP and Account Su- 
pervisor at Tobias-O’Neil-Gallay, put 
their heads together, developed entire 
campaign, using dramatic black-and- 
white illustrations, 







a i Layout, illustration, production: 


se devenny-wood. 





~~ 





Quite often kitch- 
en sets have a flat, 
unlived-in look. 
But Gene Burmeister, Hotpoint AD, and 
D-W photographer Connie Bailey got to- 
gether on this one, and opened up an 
extra room beyond the kitchen, to give a 
feeling of reality. D-W designed the kitch- 
en, built it in one of our three huge 
studios, with more than enough space to 
spare—and more in the next room. Re- 
sult: a room that looks like part of an 
actual home. This is just one of the 
kitchen pages we did for Hotpoint’s 
catalog — all with the roomy feel. 


Illusion of space 
in a room set 


Set design, construction and 
photography: devenny-wood. 





Does this look 
like scratchboard? 


We're constantly 
““star-reaching” 
for new tech- 
niques at D-W. Here’s one with interest- 
ing possibilities, by Al Phillips. Scratch- 
board, with ink coloring, it has some of 
the crispness of scratchboard — but with 
new brilliance and texture. Could give a 
new look to any subject, from fashion to 
industrial equipment! 


For information call 
devenny-wood. 








Free! 
Award-Winning Art Folder 


Drop us a note or phone call. We'll send 
you our folder of D-W samples: six 
full-color reproductions, plus a few well- 
chosen words to tell you about our facili- 
ties and services. Write or phone: 
devenny-wood, 825 W. Washington, Chi- 
cago 7. CH 3-7560 





AA. devenny-wood 


¥ art / photography 
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From left: secre- 
tary Carol H. Lit- 
tle, Nyberg Advertising; second vp Wil- 
liam N. Schneider; president Frank C. 
Mirabile, Welch, Mirabile & Co.; treas- 
urer Clyde B. Maybee, Jr., R. W. Lap- 
ham & Associates; first vp Thomas 
Parlette, Emery Advertising Corp. 


Baltimore officers 


LA elects Ed Mitchell 


New president for 1959-60 is Ed Mitchell, 
Donahue & Coe. Other officers are first 
vp Ted Poyser, Gaynor & Ducas; second 
vp Mani Wilder, EWR&R; secretary 
Dale Puckett, Security Bank; treasurer 
Jack Eipper, Hal Stebbins. Board of 
Governors: Hugo Hammer, chairman, 
and Bill Tara, Robert Magee, Joe Hen- 
ninger and Fred Kopp. Membership 
chairman Frank Salazar of Honig-Cooper, 
Harrington & Miner remains. 

The club, with membership now 278, 
holds regular monthly dinner meetings 
on second Friday nights at Sheraton- 
West hotel. Club office, managed by 
Ruthe Herbeck, is at 4315 W. 2nd St., 
LA 4. 
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D ant D/IRECTION 


New York show 
deadline Dec. 15 


Entries for the 39th Annual National 
Exhibition of Advertising and Editorial 
Art sponsored by the Art Directors Club 
of New York must be received by Dec. 
15. Entry blanks and details from Miss 
Marcelle Warren, executive secretary, 
NYADC, 115 E. 40 St., NY 16. Submis- 
sions are accepted from artists, photog- 
raphers, advertisers, etc., as well as from 
ADs. 

Exhibition chairman is Ernest G. Scar- 
fone, exec AD, Photography Publishing 
Corp. Exhibition previews April 11 at 
the Waldorf Astoria, opens to the public 
April 12 for a week’s showing at the 
Astor gallery. Awards luncheon will be 
held April 12. 





new 


From left, 
officers of the club 
are William Jackson, secretary; Haskell 


Nashville leaders 


Richardson, president; and Herman 
Zimmerman, vp. Treasurer is free lancer 
Hank Rich. President Richardson, AD 
book design, Baptist Sunday School 





Board, and Dan Eadie, Benson Printing 
Co. were elected NSAD representatives. 
Zimmerman and Jackson are with Meth- 
odist Publishing House. 





New officers are 
led by the ad- 
vertising man- 


Adolphe Leduc 
heads Montreal club 


ager of T. Eaton Co., Montreal, 
Adolphe Leduc. Previously he had been 
Eaton’s AD for many years. First vp is 
Harry Echenberg, Central Art Service; 
second vp Tancrede Marcil, YkM Asso- 
ciates; secretary Margaret Kirlin, JWT; 
treasurer Alan Wilkinson, Foster Adver- 
tising; associate representative Tom Ar- 
nott, Arnott & Rogers. 
(continued on page 50) 











Jump! to conclusions . . . not all studios can add real fire! design, photography and art ...we have 
140 able hands that can help! aw sound the alarm!.. us)... and watch our smoke! .. 


The WHITAKER GUERNSEY GROUP - 250 East Illinois + Chicago 11 + Whitehall 4-6809 
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illustrators ‘60 
awards presentation Jan. 18 


Winners in the Society of Illustrators’ 
show will be guests of the SI during 
awards presentation Jan. 18. Reserva- 
tions are also available from the Society, 
128 E. 63 St., New York 21. The exhibit 
will be held Jan. 19-Feb. 29. Committee 
chairman is Harry Carter, his associate 
is Don Gibbins. Other members are busi- 
ness managers Orin Kincade, Ray 
Doney; jury coordinator Howard 
Munce; classification, Attilio Sinagra; 
construction and hanging, John Suzuki; 
public relations, David Stone, F. E. 
Smith; finance, Carl Bobertz; awards, 
George Shealy; special events, John 
Moodie; executive committee liaison, 
Wayne Blickenstaff; Illustrators ’60 An- 
nual, editor in chief Howard Munce 
and designer Lester Beall. 


Transfilm-Caravel merge 


The Buckeye Corporation which earlier 
this year bought Transfilm has acquired 
Caravel Films to form Transfilm-Caravel. 
Transfilm’s head William Miesegaes is 
president of T-C and Caravel’s presi- 
dent David Pincus, senior vp. The new 
company joins Buckeye’s entertainment 
division which includes Flamingo Tele- 
film Sales, and Pyramid Productions. 
T-C’s staff numbers over 100, making 
it the largest New York based film pro- 
ducer and among the country’s top 
three in dollar volume. 

Executive offices are in Transfilm 
building, 35 W. 45 St., and studios are 
at 20 West End Ave. Michael A. Palma, 
exec vp, and Thomas Whitesell, vp in 
charge of motion picture production, 
both of Transfilm, continue. The recent 
Transfilm-Wylde Animation affiliation is 
unaffected, with exec producers Fred 


Levinson and Robert Bean remaining in AIGA series: 


those posts. 





Director of art, 
advertising and 
promotion for 
CBS Radio since June 1956, Louis Dorfs- 
man has been appointed vice president 
in charge of advertising, promotion and 
press information. He replaces Louis 
Hausman who resigned to become direc- 
tor of the tv information office, National 
Association of Broadcasters. 

Dorfsman joined CBS as staff designer 
in August 1946. He became AD for the 
radio network when CBS Radio and 
CBS TV divided in 1951. He has won 
seven gold medals and six awards of 
distinctive merit from New York ADC 
since then. An executive board member 
of the NYADC, he designed the 38th 
Annual invitation, served as chairman 
of the 1956 AIGA Printing for Com- 
merce and 50 Ads of the Year, designed 
the 1955 AIGA exhibit. He has been a 
guest lecturer at universities throughout 
the country and taught at New York 
Workshop School of Design and at 
Cooper Union. 


CBS Radio names 
Lou Dorfsman ad vp 
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Look of the Book 


Luncheon discussions on the following 
subjects will be held at Skyline Roof 
of the Hotel Shelburne: AD Talks about 
the Book as Design, Dec. 9; Industrial 
Designer Views Book as Technology; 
Typographer/Designer Looks at Book 
in Light of Its History; Publisher /Man- 
ufacturer Looks at Book as Business 
Proposition; Book Reviewer Describes 
What Makes Him Look at Book; Book- 
seller Discusses Look of Book and Con- 
sumer. Cocktails at noon, lunch at 12:30. 
Reservations in advance at $3.50 for 
members, $4.50 nonmembers. MU 
5-3568. 





ee 3 se a 


Background’s important One of sev- 
eral ads in- 


teresting for their big background treat- 
ments. Here, Johnston & Murphy's 
proverbs campaign fits mood of rain 
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on a City street to copy line. Brown and 
drab of shoe and leg contrasts to greens, 
blues and red highlights of scene. AD 
Bill Goldberg, Rockmore Co. Photog- 
rapher, Saul Leiter. Copy chief, Harry 
Pesin. 





Smith heads creative at Vice chair- 
Fletcher Richards, C&H man of the 

board of di- 
rectors and chairman of the plans 


board, Paul Smith has assumed overall 
supervision and direction of creative ac- 
tivities of Fletcher Richards, Calkins & 
Holden. His office integrates copy, art, 
production, radio and tv. Fletcher D. 
Richards, Sr. is president and chief exec- 
utive officer of the agency which merged 
with Calkins & Holden early this year. 
Smith has been president of C&H. A 
former president of the NYADC, he was 
editor of Creativity, a book on ADC 
sponsored conference directed by him. 
Beginning as a copywriter, Smith has 
won every major advertising art award. 
He had formed his own agency in 1948, 
then merged with C&H in 1950. At 
C&H he had been creative director until 
his election as president in 1957. His 
other agency associations have been with 
Kenyon & Eckhardt and D’Arcy. 


Chicago Artists Guild 
Guatemala/Mexico trip open 


Anyone may join the AGC planned 
sketch trip to Guatemala and Mexico 
Jan. 8-24. Itinerary includes the high- 
lights and centers of art in Guatemala 
and Mexico. A cocktail party will be 
held in Guatemala city to meet Guate- 
malan artists. In Mexico there will 
be a cocktail party, a private showing 
through the Palace of Fine Arts and a 
milk /tequila/punch party following to 
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meet Mexican muralists, painters, sculp- 


tors, and other artists. 

Trip is limited to 60 people. Time 
payment plans are available. For bro- 
chure detailing the trip, and reserva- 
tions, contact Dotti Kienast, Higgins- 
Hegner Advertising Art Studio, 17 W. 
Ontario St., Chicago 10. 





Fresh fantasy One shot color ad in- 
for old-hat idea troducing product 
improvement gives 
new look to ancient idea—woman wide- 
eyed with excitement at something she’s 
discovered in newspaper. Flowered news- 
paper, pink wig brighten Ross Paxton 
design. Photograph by Hiro. AD, Ronald 
Johnstone, Young & Rubicam. 





Drug ads Here’s a swing away from 
go hardsell current softsell arty ap- 

, proach in drug advertis- 
ing by a Parke, Davis & Co. trade cam- 


paign. L. W. Frohlich designer Richard 
Bergeron’s goal: unusual, punchy ad for 
hardsell merchandising journals. AD, 
Charles Attebery. Copy, Bob Hitchins. 
Types, Grotesque #9 and Franklin 
Gothic. 


Book jacket competition 
deadline Jan. 31 


Entries for New York printers Turck & 
Reinfeld’s fifth annual book jacket de- 
sign contest must be received before 
Jan. 31 at 207 W. 25 St., NY 1. Sub 
missions are limited to jackets for books 
published during 1959. Entry forms, 
details are available from the company. 
Winning jackets will be exhibited in 
the Art Library of the Donnell Library 
Center April 1-30, then will be avail- 
able to interested organizations. 





William Golden CBS-TV Creative Di- 
rector of Advertising 
and Sales Promotion William Golden 
died of a heart attack at the age of 48. 
Creator of much honored design and 
typography, including the CBS “eye” 
symbol, he also helped train younger 
art directors and was active in a number 
of organizations including the Art Di- 
rectors Club of New York which he 
joined in 1957 with his wife Cipe 
Pineles, art director of Mademoiselle 
magazine. She is the New York club's 
first woman member. 
He had judged many ADC shows, was 
a director of AIGA, had been chairman 
of the Design and Printing for Com- 
merce exhibition and inaugurated the 
50 Ads of the Year show. Twice chosen 
as one of the nominees for the national 
Art Director of the Year award, he also 
won top honors from the New York 
club and other NSAD groups. His work 
has been exhibited in Stockholm, Mu- 
nich and Switzerland. 
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Last year a collection of his design 
was shown at the White Museum of Art, 
Corne!: University, at the 12th Festival 
of Con:emporary Art. He was a panelist 
at the Ninth International Design Con- 
ference, Aspen, last June. 

Joining CBS in 1937, he was ap- 
pointe CBS AD three years later. In 
1951 he was named director of adver- 
tising and sales promotion, responsible 
for ali copy and art in all CBS-TV’s 
print material. During World War II 
he was briefly with Office of War Infor- 
mation, then entered the Army. He was 
AD of the Army training manuals, serv- 
ing as captain in this country and in 
Europe. 

Before coming to CBS, he had been 
with Condé Nast as art editor of House 
& Garden. Earlier he was with the pro- 
motion art dept. at the New York 
Journal American. 


David Deutsch wins Top prize of 
ADs’ ROP contest $1000 went to 

McCann-Erick- 
son’s David Deutsch for his full color 
Coca-Cola newspaper ad. American As- 
sociation of Newspaper Representatives 
sponsored the $2000 “Call to the Colors 
Art Directors’ Contest” for semi-com- 
prehensive layouts of standard full page 
4 color ROP ads. Entries were judged 
primarily on creative application of 
ROP color and adaptation to newspaper 
printing, not on quality of rendering. 
Deutsch’s ad shows b/w figure at left 
holding full color Coca-Cola bottle. At 
right the figure is in full color. Judges 
chose the piece for its “simplicity of 
art, boldness of color, and because the 
art could be reproduced economically 
through the use of tints.” 

Second prize, $500, was awarded Ed 
Jung, N. W. Ayer, Philadelphia, for a 
DuPont Orlon layout. Two third prizes 
of $100 each went to Arnojd Varga for 


ads for Fort Pitt Beer and Blue Grass 
toiletries. Other third place winners were 
Richard Koehler of Cuneo Press, Chi- 
cago; Wade Hancock and Bernard Most 
of McC-E. 

Chairman and vice chairman of the 
contest were Howard C. Story, Jr., ex- 
ecutive vice president of Story, Brooks & 
Finley, and Walter Crocco, president of 
Kelly-Smith. Judges were Stephen Baker, 
senior AD Cunningham & Walsh; Wal- 
lace W. Elton, vp JWT; Milton R. 
Voeks, advertising AD and color co- 
ordinator Philadelphia Enquirer; Albert 
G. Loomis, McC-E director of produc- 
tion services; William S. Strosahl, vp/ 
creative director William Esty Co.; 
Charles Feldman, vp/exec copy director, 
Y&R; Robert Pliskin, vp charge of art, 
Benton & Bowles. 





SH&K names 


Six years ago a vp 
William Knudsen at Smith, Hagel & 


Snyder and a year 
later exec vp of 
Smith, Hagel & Knudsen, William H. 
Knudsen has been elected chairman of 
the board. 

Eighteen years in advertising, Knudsen 
began with Montgomery Ward in the 
1940s, directed production of Coast 
Artillery training films during World 
War II, later joined Burke, Dowling & 
Adams and G. Lynn Sumner. Before 
joining Smith, Hagel, he had been vp 
of R. T. O'Connell. A painter, he is a 
member of the New York ADC, the 
Greenwich Art Association, and is a 
trustee of the New York Phoenix School 
of Design. 


board chairman 


Charm’s AD and staff 
take over Mademoiselle 


Following the resignation of Bradbury 
Thompson as AD of Mademoiselle, Cipe 
Pineles, formerly AD Charm, was named 
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art director of Mademoiselle. The 
January issue will be hers. Leaving 
Mademoiselle with Thompson were his 
assistants Marchelle R. Badaluco, now 
asst AD for Simplicity Patterns, and 
William Howard. Coming in with Miss 
Pineles are Nancy Grossman, assistant 
to the AD, and senior asst. Roger 
Schoening. 

The shake-up followed the purchase 
of Street & Smith by Condé Nast Publi- 
cations, owned by S. I. Newhouse. Condé 
Nast’s Glamour has been combined with 
S&S’ Charm, with Glamour’s staff tak- 
ing over, AD, Alexander Liberman. 
That left the Charm people free to 
move into Mademoiselle, many of whose 
staff left. 

Fashion publications have shown lin- 
age losses this year, according to Printers’ 
Ink survey showing five down 4.0 per- 
cent. Mademoiselle is off 1.6, Charm, 
1.1, but Glamour, only 0.6. September 
ratings showed the month up for only 
Charm with 142 ads as against 134 last 
year. 





Humor plus Gayly colored 
directness for cartoons on 
image of warmth theme of “let’s 

be friends” for 
traditional enemies—cat and dog, 
hare and porpoise, mouse and ele- 
phant do outdoor job for Dollar 
Savings Bank of the Bronx. 24 
sheet posters and carcards by AD 
Hank Jacobs, Fuller & Smith & 
Ross, artist Robert Miller, writer 
Henry Slesar. 
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Dean Coyle A vice president and art 

director at D’Arcy, Dean 
Gortner Coyle of Weston, Conn. died 
of cancer at 53. Before coming to D’Arcy 
July 1945 he had been an art director 
at Young & Rubicam and Kenyon & 
Eckhardt. D’Arcy elected him a vice 
president in 1956. Born in Akron, he 
was a gtaduate of Cleveland Advertis- 
ing College and free lanced in that city. 
Latest among his citations were four 
awards at the 1959 exhibition of the 
New York Photoengravers Board of 
Trade, and an AIGA award in 1958 
for one of the 50 Best Ads of the Year. 
He was a member of the NYADC, and 
Westport Artists. 


US World Trade Fair 
to feature art, photography 


Product classifications for the 11 day 
1960 US World Trade Fair to be held 
at New York Coliseum May 4-14 in- 
clude “works of art . . . books and pub- 
lications” in Group 1, Consumer Goods 
Section; institutional exhibits in Group 
II, National Pavilion Section; cinema- 
tography and photography, printing ma- 
chinery in Group III, Technical and 
Mechanical Section. For exhibit de- 
tails, contact Z. B. Hyde, general man- 
ager, US World Trade Fair, 331 Maai- 
son Ave., New York 19. 


First NAAS seminar 
studies sales help 


Though a many sided seminar on sales 
problems was proposed for the National 
Association of Art Services’ first seminar, 
NAAS members and 30 guests from 23 
studios became so interested in the how- 
to and should-we hire salesmen that it 
was the main discussion following a 
talk on the subject by Frank Scully of 
Mel Richman, Inc. 

Scully summed up and answered the 
objections to adding salesmen and sal- 
ary-commission expenses: Many organi- 
zations are growing and smoothly. Your 


48 


only reai security is in normal growth, 
not in strangulation . . . The very word 
compensation implies a two-way deal. 
“Eight grand, wow!” is thinking only of 
what you're paying out. How about 
eight grand for eighty grand. 

Scully suggested that in hiring sales- 
men, a basic qualification is not neces- 
arily art training. “Artists, as a general 
rule, make poor contact people. They 
tend to inject too much of their own in- 
structions into an assignment. There are 
notable exceptions, however.” Scully ad- 
vised interviewing at least five appli- 
cants, building up the salesman you do 
hire, keeping him informed and re- 
questing records from him. 

Comments from the meeting: 

Dan Cassel of Comart emphasized the 

importance of salesmen in retaining new 
accounts after the first job comes in, 
building close working relationship with 
client contact men. Studio service must 
be sold continually. It’s a never-ending 
job. 
Joe Boyan of Boyan and Weatherly 
criticized thinking of sales problems as 
local and not as they actually are—in- 
dustrywide and national in scope. 

Panelist A. M. Robinson, NAAS exec 
secretary, presented a plan for a direct 
mail program. 

Hector Donderi, Fenga & Donderi, 
opened the proceedings by emphasizing 
that no matter how studios have grown 
in the past—contacts, individual person- 
ality, good performance—studios must 
continue to sell their services. NAAS, he 
pointed out, is collecting data on and 
experiences with this problem. 

Future seminars are planned on these 
and other studio problems. Chartmakers, 
Ross Art Studio, Charles Osborn Asso- 
ciates, Art & Design Workshop, Archer 
Ames Associates joined NAAS. Details: 
contact A. M. Robinson, 250 W. 57th St., 
New York 19, CI 5-6291. 


Graphis Packaging book 
impressive international survey 

by Karl Fink, President 

Package Designers Council 

With package design’s increasing im- 
portance in our marketing economy, it 
is phenomenal that so few books on the 
subject are published. “Graphis Packag- 
ing” is a comprehensive picture book of 
over 1000 packages, beautifully printed 
ih typical Graphis fashion. Most of us 
have seen many of the items before in 
Graphis and other publications — but 
here they are all together, categorized 
14 ways and very completely docu- 
mented as to designer, manufacturer, 
and other technical details. There are 
13 short articles or various phases of 


packaging design by a like number of 
well known practitioners in this field, 

The book is impressive and reasagr 
ing. There is, to be sure, some medigg. 
rity but there is much that is excellem 
from many countries. Were these 1022 
items actually on exhibit in Zurich 
right now, I'd call Swissair for an early 
reservation. It would be worth the trip. 
The juxtaposition of foreign and Ameri- 
can packages in each category makes for 
an interesting game. In many categories 
one finds the same basic design approach 
from several countries. 

It is somewhat unfortunate that we 
see comparatively few hard sell super. 
market packages. In a show book of 
this type, one can readily understand 
the editors desire to display design ele. 
gance. Nevertheless the exemplary han- 
dling of mass grocery items, for instance, 
or some examples of new American 
cigarette packaging would be of great 
interest . . . it is undoubtedly more 
difficult for the designer to come up 
with aesthetically outstanding packag- 
ing in this field. Noteworthy samples 
should be shown in order to eventually 
lift design standards for mundane mass 
sale. 

There is a healthy section of record 
album designs that seem to fit less with 
conventional packaging in this context 
than they do in actuality. The next and 
most natural question is “why are not 
book jackets included”? 

The last section is on Folding Box 
Construction. Photos are shown of the 
package, accompanied by a diagram of 
the flattened-out folding box blank. 
Where necessary additional explosion 
diagrams or perspective sketches are 
supplied to show the construction. This 
is a well done section that: will spark 
inventiveness especially for short run 
specialties and gifts. Many of the fold- 
ing boxes and displays require by-hand 
set up which is often prohibitive in cost 
for mass produced items. 

The reviewer finds himself looking 
for more of what he criticized in the 
Museum of Modern Art show “The 
Package”. In addition to cardboard 
construction and design, couldn’t we 
also have a section concerned with 
interesting work in glass and plastics. 
Container forms in new as well as 
standard materials would prove of con- 
siderable interest when shown basically 
and in this international context. 

It is to be hoped that Graphis can 
schedule this as a regularly published 
volume, perhaps every three or five years. 
Designers, and manufacturers as well, 
will see in this book further evidence of 
our shrinking world through better trade 
through better communication of design 
achievement. 
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THEY'RE ALL HERE IN THE MOST PROVOCATIVE COLOR OBAMA COX'S HAS EVER STAGED, 





3 fashion treatments Humor, clean layouts, and bold abstracts are three ways 
—no product pic Arnold Varga sees newspaper fashion advertising for Cox’s. 
The cartoon cat is in cerise and black, for Borgana coats. 


The full color cart of suitcases is an ad for college clothes. The brilliant color splash: 


—purple, green, blue-red, black—advertises a season’s collections. 
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Charlotte ADs hear 
Atlanta’s Herb Meyers 


First meeting of the Art Directors Club 
of Charlotte was addressed by Herbert 
M. Meyers, director of graphic arts, 
Mead-Atlanta Paper Co., and active in 
the Atlanta club. Underlining the im- 
portance of all art in daily life, fine as 
well as commercial, and as a communi- 
cation tool, he quoted Ben Shahn, 
“Commercial art is something which 
offers a challenge to my ingenuity in 
what I conceive to be the primary func- 
tion of art: communication.” 

Meyers advised the Charlotte ADs to 
concentrate on communicating to the 
business world that art “is a profession 
which requires skill and training which 
should be rewarded in the same mone- 
tary terms as the effort of other profes- 
sionals . . . Why are artists expected to 
deliver their creative efforts for a minute 
fraction of the total cost of an ad or 
television commercial?” 


NAB’s tv code limits 
personal products advertising 


To upgrade the level of personal prod- 
ucts commercials, the National Associa- 
tion of Broadcasters released a report 
suggesting more tasteful handling of 
seven product categories: laxatives, de- 
odorants, depilatories, toilet tissues, cold 
and headache remedies, corn and callous 
remedies, foundation garments. The 
report cites words and picture situations 
to avoid. Donald H. McGannon, presi- 
dent of Westinghouse Broadcasting Co., 
is chairman of the TV code review 
board. 

The report is available from Edward 
H. Bronson, director of TV Code Af- 
fairs, NAB, 1771 N St., N. W., Wash- 
ington 6, D. C. 


NY 18th Exhibition of Printing 
Jan. 18-21 during Printing Week 


New York Employing Printers Assn. will 
sponsor a 4-day exhibition at the Hotel 
Commodore. The show will include 
pieces producéd by any process or com- 
bination of processes and in all prin- 
cipal use classifications. Among these are 
advertising, books, public and employe 
communications, manuals, periodicals, 
stationery, business forms, p.o.s., labels, 
packages, novelty and specialty printing. 
Pieces must be produced since Nov. 1, 
1958 by printers or lithographers in the 
New York metropolitan area. 

Other programs during Printing Week 
include information workshops, motion 
pictures, and Printing Week Dinner dur- 
ing which the Franklin Award of 
NYEPA will be presented. Program from 
NYEPA, 461 Eighth Ave., New York. 


49 








Feb. 8 deadline for 
24th Rochester Photography Salon 


Largest of the annual photography 
shows, the Rochester International will 
accept entries in b/w and color prints 
and slides until Feb. 8. Data and entry 
forms from J. Lawrence Hill, Jr., Ex- 
hibits Director, 643 Highland Ave., 
Rochester 20, N. Y. The exhibit will 
be at Memorial Art Gallery, March 4-27. 
There will be six sections: pictorial col- 
or slides, pictorial prints, nature prints, 
nature color slides, pictorial color prints, 
stereo color slides. 

Currently 7800 reproductions of 27 
pictures from the 21st show are circulat- 
ing in 57 countries overseas as a US 
Information Agency exhibit. 

18 Rochester medals will be awarded 
the best three photographs in each sec- 
tion. One PSA stereo division medal 
will be given for the slide showing most 
originality in application of stereo tech- 
niques. 





(continued from page 43) 


Milwaukee plans show 
April 28-May 15 


President Arthur Beier announced an- 
nual exhibition of the Milwaukee club 
will be held at the War Memorial 


Center April 28-May 15. Awards dinner 
and exhibit preview will be April 27 
at Memorial Hall. 





Exhibition jury, 
from left: Robert E. 
Blackburn, vp/crea- 
tive director Clinton E. Frank, Chicago; 
Dean Earl English, School of Journal- 
ism, U. of Missouri; N. F. Lawler, exec 


St. Louis judges 
its 2nd Annual 
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vp Foster & Kleiser, Detroit; Georg 
Olden, director of graphic arts CBS-TV. 
James S. Fish, vp/director of advertis- 
ing, General Mills, was also on the jury. 
The exhibition included 163 pieces 
chosen from 800 entries from 150 mile 
radius of St. Louis. Fifty gold medals 
and 42 silver medals were awarded in 
20 categories. Raymond E. Krings, ad- 
vertising mgr., Anheuser-Busch, was 
Awards Dinner speaker. A slide presen- 
tation of the winning art was shown. 

Exhibition chairman and co-chairman 
were R. F. Ertell, D’Arcy, and Jay Sar- 
toris, Gardner. Committeemen were Roy 
Paul, Cassell & Paul; Carl Klinghammer 
and Gene Kowall, D’Arcy; Kim Obata, 
Obata & Associates; Milton Mild, West- 
ern Printing; Wally Wangerin, Arthur 
R. Mogge; Maurice Seligsohn, Frank 
Block Associates; Justin Savage, Savage 
Studios; Tom McFarland, Naegele Out- 
door; Jim Cunningham, Jim Cunning- 
ham & Associates; Louis Myers, Katzif- 
George-Wemhoener; Russell Paidrick, 
General Outdoor Advertising. 


Toronto names 
C. B. Wilton 


New president, replacing Jack Dawkins, 
vp John Belknap, is C. B. Wilton, crea- 
tive director of E. W. Reynolds. Execu- 
tive tenure is for two years. Other officers 
are first vp John Richmond, free lance 
AD/artist; second vp Joan Chalmers, AD 
Chatelaine magazine; secretary Ross 
Sharpless, AD J. Walter Thompson; re- 
elected treasurer David Haughton, 
Haughton Advertising Artists. New ex- 
ecutive board members are Leo Rampen, 
CBC graphic designer, and Hugh Rob- 
ertson, Panda Photography. Board mem- 
bers with another year to serve are Allan 
Fleming, Cooper & Beatty typographic 
director, and David Mackay, director 
CBC graphics dept. 

Wilton noted that the Toronto club 
was formed 11 years ago to increase the 
prestige of the artist and AD in com- 
merce—today “majority of art directors 
do enjoy the respect of management and 
the creative artist is entering a new era 
of prosperity.” The club is now inter- 
ested in street signs and town planning. 
This winter the club will hold education 
seminars with art students. 


LA accepting entries 
to 15th exhibition 


Submissions from all states west of the 
Mississippi, including Hawaii, Alaska 
and western Canada are eligible for the 
ADC of Los Angeles’ 15th Annual West- 
ern Exhibition of Advertising and Edi- 
torial Art. Categories are original paint- 
ings, photographs, ads, tv commercials, 


designs. The show will be at Californig 
Museum of Science and Industry during 
February. Medals and certificates of dig 
tinctive merit will be given to winners 
at the annual awards dinner. Show chair. 
man is first vp Ted Poyser, who may be 
contacted at ADC LA, 4315 W. 2nd St, 
LA 4. 


chapter clips 


Baltimore: Lyle Cathcart, chairman of 
employment committee, reports an art- 
ists’ market—numerous requests for help 


but few qualified ADs /artists to fill spots — 


...Ad of the month honors, in trade 
pubs, went to VanSant-Dugdale AD 
George Fondersinith and copywriter 
Gayl Harrison for color division. This 
was for Davison Chemical ad. Mettee 
Studio, for photography, and Major & 
Keesey, for retouching and mechanicals, 
were also credited. The b/w awards 
went to AD Gordon Schwartz, W. B. 
Doner, for WBAL-TV ad. Art credits to 
Schwartz and Dodson Studios. Copy- 
writer was Jack Horner. . .. Club named 
Irmgard De Angelis model of the month. 
She’s repped by Myro Studio. 


Chicago: New members are Bert Berglund 
of Cuneo Press; Hugh O. Claycombe, 
Leo Burnett Co.; George T. Maniates, 
Fuller & Smith & Ross; Lawrence H. 
Muesing, Design Dynamics; Frank L. 
Sher, Clinton E. Frank. 


los Angeles: New members are George 
Akimoto, Fred Kopp Advertising Art; 
Bert Angelus, partner/designer Visual 
Ad; Keith Bright, free lance designer; 
Bill Curry, supervisor public relations, 
design group, Thompson, Ramo-Woold- 
ridge; Don Kapp, Anderson-McConnell; 
Ervin Magyary, a principal in Key-Line 
Art Associates; Jim Millard, AD Latta & 
Co. 


Memphis: New members are Ramon Ed- 
wards and Ruth Womack, of Fred Price 
Studio; Bill Womack, freelance; Oscar 
Earl Harwood, AD General Outdoor Ad- 
vertising. . . . Recent speaker was Alex- 
ander Roberts, president of Interstate 
Industrial Reporting Service, Inc. 


Philadelphia: Panel discussion on Chang- 
ing Role of the AD, arranged by Joseph 
Gering, was moderated by Charles Coiner, 
featured Jerome B. Gray, founder of 
Gray & Rogers; Robert O. Bach, vp/ 
managing AD N. W. Ayer; Rollin C. 
Smith, senior vp, OBM; and Paul 
Wason, copy group head, Benton & 
Bowles. 


Richmond: Recent speaker was Ray Bal- 
linger, past president of the Philadelphia 
club. 
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Whiskey distillers break the budget 
bank in biggest Christmas 
packaging promotion 


Most comprehensive holiday packaging, 
merchandising and advertising budget in 
their history is reported by all the nation’s 
distillers. All include decanters this year 
for top brands, plus gift prewraps and 
cartons for these and others. Expensive 
luxurious touches characterize both de- 
canters and wraps, with re-use gimmicks 
incorporated into many decanters. Ad 
and other promotion themes are in- 
dividual for each brand, rather than tie- 
ins for integrated company image. Target 
of all this is the consumer at the shopping 
level—with all types of POP material 
supporting packages, and ad budgets 
favoring newspapers (with much ROP 
color), magazines and outdoor, in that 
order. 
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Calvert Reserve’s Four-Coaster Decanter is pre- 
wrapped. The coasters, nested in a gold cap which 
will be their storage rack, top the bottle. The wrap 
is blue foil embossed with silver and gold diamond 
and fleur de lis. Decanter designed by Julian VonDer 
Lancken, and gift wrap by Mel Richman Inc., under 


the direction of company packaging dept. 
Seagram’s Golden Gin comes in a Martini Master, 
a self contained shaker and cocktail mizer. Gold 
two-cap design eases pouring and mizing. Ridged 
top cap closes pouring spout. When mixer cap is 
removed, bottle’s wide opening permits bottle to be 
easily filled with ice cubes, etc.. Antique glass treat- 
ment. Designed by Seagram packaging dept. 
Brown-Forman’s Old Forester Bottled in Bond gift 
decanter has lenses on each side to concentrate light 
rays in bottle to enhance bourbon color. Flared, gold 
metallized closure. Carton has deeply embossed gold 
sunbursts on color circles against white background. 
Decanter and carton designed by Raymond Loewy 
Associates. 
General Wine & Spirits Co.’s Marquis de Montes- 
quiou Armagnac comes in rich green, highly styled 
decanters. Designed in France. 
James B. Beam’s Royal Crystal bottle for Bonded 
Beam 6 year old. 1” high strip of 23 karat gold is 
burned into glass around neck of bottle. Black glass 
topper has r ble label. Designed by Beam vp 
Martin Lewin and Hazel-Atlas Glass. 
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WHAT'S NEW...WHAT’S BEST 


Art Direction’s critic panel watches direct mail, displays, illustration, photography, 


packaging, newspaper ads, consumer and business magazine ads, posters, TV 
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1) Appropriate strong imagery 
A fine example of clean imagery for a 
large viscose sponge for use on boats is 
a plastic film bagwrap designed by Dave 
Chapman, Inc., Hal Hester, project de- 
signer. The package had to relate to 
Burgess Cellulose Co.’s merchandising 
program for sale in supermarkets, hard- 
ware and marine supply stores. 
Packaging reflects sale in the differ- 
ent outlets. For supermarkets, brand is 
emphasized with a large B prominent in 
Mondrianlike layout. For hardware, 
use of sponge is highlighted. Size of 
sponge was increased and dyed blue for 
marine sale, has nautical theme pack 
styling with wrap printed white, red and 
black. 
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2) Pert and unselfconscious 

Illustration for Tussy campaign is re- 
freshingly not another imitation of Ben 
Shahn. Good copy idea, too. AD and 
layout, Len Ruben, Y&R. Watercolor 
art by Tom Morrow, in purple, blue- 
red and white stripes, flesh tones and 
gold accents. Package art by Otto 
Zoehrer. Lettering by Bernie Springsteel, 
asst. AD Good Housekeeping. Copy, 
Y&R staff. 


3) Contrast for strength 

Three elements—a typographic panel, a 
figure composition, an explanatory cap- 
tion—in accordion shaped Columbia 
Records display set each other off. Die 
cut figures cast shadows on background. 





IS THE WORLD'S 
LIGHTEST SCOTCH 





Promotion is 18x30”, 2 color. Designed 
by Artist Studio East. 


4) Difficult to miss 

Even the most casual will be stopped by 
this Gulf Oil ad. Illustration is active 
and interesting, copy short and easily 
read. Only sour note is the trademark— 
calls for a redesign. AD, Don Egen- 
steiner, Y&R. Artist, Harlow Rockwell. 
Copy, Dave Luhmann and Jack Worth. 
Standard Bold and Century Schoolbook 


types. 


5) Different outdoor for whiskey 

Embellished painted bulletin for Ambas- 
sador Scotch, for both west coast and 
New York areas, has strong contempo- 
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rary design, daring use of colors—pur- 


ples, yellow, green, black and red. 
Handled simply in flat colors. AD Bill 
McCartin, Doner & Peck, catches interest 
by contrasting textures and tones in 
large color areas, relates treatment to 
his newspaper series. 


6) Plain and fancy mailing 

Particularly attractive mailer for Cham- 
pion Paper & Fibre Co., “Plain and 
Fancy Folds,” has clean design, decora- 
tive art and holds series of suggested 
fancy folds, illustrated plain folds. AD/ 
designer, W. H. Hofscher, Campbell- 
Ewald, Detroit. Artist, Larry McManus. 
Copywriters, F. L. Congdon and Ira 
Breneman. Letterer for cover, Bob Atam- 
ian. Headlines, Lettering, Inc. Printed 
in 4 colors and 2 special grays. Various 
fonts of Venus Medium, Futura Medium, 


Century Expanded, Century Schoolbook 
are used throughout. 


7) Startling negative approach—in fun 
Ad does very well in gaining reader’s 
confidence. First statement, what Tip- 
Top bread can’t do, makes following 
claims about what bread can do more 
believable. Ad is visually well handled. 
B/w newspaper page, with orange spot 
where ROP available. AD, Mike Woll- 
man, Grey. Photographer, Sol Mednick. 
Copy: Howard Shank, Ben Alcock, 
Bernie Kahn. Baskerville type. 


8) Optical matte for change of pace 

Series of 10-second IDs for American 
Beer, Baltimore, uses optical matte proc- 
ess to combine live action shots of In- 
dian maiden (brewery’s trademark) and 
animated characters. Props, including 











10) 





the beer bottle, beer can, pipes and 
gauges were blown up from photos and 
drawings. Cartoon characters were syn- 
chronized with and superimposed over 
the film action, which was shot first. 
Optical matte process combines two 
fine grain positive films together (here 
one animated, one live action) in print- 
ing and developing to produce one dupe 
negative. Producer Playhouse Pictures 
thinks the method best combines the 
real with fantasy, but is less used than 
animation with live action insert because 
it requires direction know-how and co- 
ordination, and costs slightly more. 
Agency producer, Ken Mayhorne, 
VanSant, Dugdale. Photographer and 
director, Ford Beebe. Animation direc- 
tor, Bill Melendez. Designer, Chris 
Jenkyns. Animators, Jim Hiltz, Rudy 
Zamora, Jim Pabian and Bill Higgins. 





9) Cool and airy cigaret pack 

For a slightly mentholated new cigaret, 
Belair by Brown & Williamson Tobacco 
Corp., pack design by Frank Gianninoto 
& Associates is proper—different, cool 
and airy looking. Photography—a shot 
of blue Mediterranean sky with billow- 


ing clouds—has novelty value. Back- 
ground is off white. Logotype in blue. 
A stylized bird in gold on background 
adds to feeling of movement. Of the 
minor epidemic of new brands, this is 
the newest visually. For Ted Bates & Co. 


10) Romantic appeal with 3D and type 

A display card for records of Carmen has 
stiff layout of excellent typography con- 
trasted to soft romantic—and fitting here 
—3D rose. For Columbia Records, 8x10”, 
printed in 2 colors with artificial flower 
attached. Designed by Peter Adler, art- 
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work, Arton Associates. 


11) Simple but strong 

Color photography by Lester Bookbinder 
for Otto Storch and William Cadge of 
McCall’s introduces a Planting Section, 
so photo’s theme is growth. Lighting has 
a daylight quality and all elements are 
natural. No clothes on child, no paint 
on table or pot—a subtle touch that 
shows good thinking. 


12) The very end in testimonials 

Smart combination of household prod- 
uct and household personality. Copy 
rings true, is all hand written for further 
conviction. A nonbleed page with a real 
corny photograph in b/w only, it’s just 
about the most “natural” ad communica- 
tion in a magazine. For Bristol-Myers 
Co. AD, Art Seller, Y&R. Copy director, 
Bill Rindfuss. 
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paper mosaics... 


no gimmicks .. . 


WHAT'S NEW...WHAT’S BEST... 
VISUAL VITALITY IN THE 
EDITORIAL PAGES 
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achieved, readability retained .. . 


Variety is the spice of art directing, too, 
as these editorial spreads and pages show 
the endless ways the art director vita- 
lizes his pages. 

Vogue’s story on eye painting used 
John Rawlings photos and the compell- 
ing page with 8 eyes looking at you... 
Allen Hurlburt, Look, varied the “one 
big picture many little pictures” treat- 
ment by integrating the smaller shots 
with his text type, set in display size. 
Has the double virtue of high readabil- 
ity and attention getting values. Photos 
by Cal Bernstein . . . color spots, seven 
close-close-ups of Art Linkletter laugh- 
ing, and the title of the story are inte- 
grated into a unique story title page by 
Otto Storch at McCalls. John Bryson 
took the pictures . . . the mosaic art on 
the Christmas cover for Today’s Living 
is a repeat for artist John Teppich who 
did a mosaic for their 4th of July cover. 
AD is Phillip F. Dykstra. Teppich uses 


oS 


a posed candid... 


simply dramatic... 


colored paper, some hand painted to 
complete his palette, rubber cements 
the back, cuts the paper into small chips, 
places chips on a lightly drawn outline 
of his composition . . . just an all-round 
bleed color photo, but you’d swear the 
models didn’t khow their picture was 
being taken. There’s an informal nat- 
uralness in the Gentleman’s Quarterly 
picture by Richard Waite that builds 
believability as well as readership . . . 
Parents’ Magazine also lets the picture 
tell the story with an ungimmicky 
mother-child shot by Florence Ellsworth. 
Faces title page of “How A Baby Learns 
to Talk”. AD, Ralph O. Ellsworth .. . 
the photo is supplemented by shattered 
glass in the Hiro shot for Harper’s Ba- 
zaar, AD Henry Wolf . . . Playboy AD 
Arthur Paul and photographer Ralph 
Cowan achieved power with simple com- 
position of large black background and 
overhead shot. * 
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Impressions of Aspen: 
The 9th International 
Design Conference 


Thomas M. Folds, 
Chairman, Art Depart- 
ment, Northwestern 
University 





variety of viewpoints... 
prickly questions. .. . 
vigorous exchange of ideas... 


(Editor’s note: This report on the 1959 
International Design Conference is an 
amalgam of the impressions of Thomas 
M. Folds of Northwestern, excerpts 
from many of the prepared talks, and 
pictures of one of the exhibits. 

Professor Folds graduated Yale Col- 
lege and Yale School of Fine Arts, has 
been a freelance cartoonist (late 20’s, 
early 30’s) for Life, Collier’s, ete. From 
1934-46 was Art Director at Phillips 
Exeter Academy. Since then he’s been 
Professor of Art and Chairman of the 
Department of Art at Northwestern, 
a design consultant, has written and 
acted in TV “cultural” commercials, 
authored articles on art, culture and 
color reproduction.) 





As a newcomer to Aspen and the en- 
tire Kodachromic West, my impressions 
of the Ninth International Design 
Conference inevitably lack the per- 
spective one achieves through attend- 
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ing such an event year after year. 
Yet, judging by scores of other pro- 
fessional meetings in which I have par- 
ticipated, this year’s conference at 
Aspen stands clearly in a class by it- 
self because of the variety of profes- 
sional points of view it brought to- 
gether, because of the prickly questions 
it raised, and most. of all because of 
the vigorous exchange of ideas it pro- 
voked. 

Conferences have their ups and 
downs—mostly downs—but somehow 
this one got off the ground at the open- 
ing session. Though panelists occasion- 
ally caromed off their assigned topics 
into relatively remote reaches of philo- 
sophical space, most digressions were 
lively and stimulating. At any rate, by 
the third cycle on Thursday morning, 
the Conference was finally beginning 
to zero in on its target: The Image 
(“Communication: the Image Speaks”). 
Yet even on the opening day, we had 
realized that we were dealing with not 
one image but a multiplicity of them. 


the machine image . . . 

The first image, presented by Bruce 
MacKenzie in his keynote address on 
Sunday afternoon, was the monstrous 
specter of the Computing Machine Re- 
placing People. His eloquent sermon 
seemed to call for action, though ex- 
actly what kind was not quite clear. 
At any rate he threw a scare into us 
at least through the cocktail hour, but 
by nine o’clock the Machine Image had 
been temporarily replaced by a phan- 
tasmagoria of screen images at the 
Old Opera House, which included two 
hours of film, preceded by my own 
color slide lecture on “Images of 
Man in the History of Art.” 

At our first cycle on Monday morn- 
ing in the Big Tent the multiplicity of 
historical images we had seen the night 
before now had to compete with several 
images of the future, the most com- 
prehensive of which was Lancelot Law 
Whyte’s Image of Future Greatness, 
predicated on a unitary principle of 
order so broad in its scope that it 
would encompass all aspects of change 
and could admit the “inevitability of 
clash.” Whyte’s  fellow-countryman, 
Abram Games, the distinguished British 
poster designer, seemed to find several 
points of agreement with this proposi- 
tion but, being a graphic artist rather 
than a philosopher, Games attempted 
to conjure up a more tangible image, 
albeit an ideal one, of the Designer as 
an Integrated Thinking Man. To 
Games, the designer could achieve 
greatness and justify his role as more 
than “a mere communicator” only if 
he could rise above the immediate 


technical demands of his profession and 
think first as a well-rounded human 








being. Only then could he maintain a 
sense of proportion and provide “a 
basic link between tomorrow and to- 
day.” What Games seemed to envision 
was a kind of composite Great Man— 
seer, philosopher, artist, and com- 
municator—a partial answer perhaps 
to MacKenzie’s plea that man learn 
how to master the growing complexi- 
ties of his powerful machine environ- 
ment. My own remarks (I had been 
shifted from moderator to panelist 
in place of the absent Kepes, with 
George Culler taking over as modera- 
tor) stressed the possibility that most 
significant graphic images have a 
plurality of “meanings,” many of 
which serve no immediate commercial 
purpose, yet which we can hardly ex- 
pect the artist to eliminate. (There 
is no way of knowing, for instance, 
whether the esthetic qualities we ad- 
mire today in Lautrec’s posters were 
or were not indispensable to their 
original commercial success.) 

Though these speculations were 
enormously stimulating, they frequent- 
ly got us off the track from our as- 
signed topic, “The Image Evolves,” 
which the panel was to consider in re- 
lation to “the history and evolution of 
the basic visual forms, recalling the 
past to create the future.” The con- 
ference never really got around to a 
discussion of the “basic visual! forms,” 
until Thursday afternoon—and then 
only briefly—in one of the film semin- 
ars. Perhaps this was too specialized 
a topic for panelists with entirely dif- 
ferent kinds of backgrounds and pro- 
fessional interests. 


the printed page . . . 


The second general session on Tues- 
day morning was a discussion of the 
“Printed Page,” but again, with the 
exception of Lancelot Hogben’s re- 
marks, it tended to stray from the 
topic. Bill Golden touched on the art 
director’s problems in defending the 
work of his artists against client-criti- 
cism but spent even more time trim- 
ming the graphic artist down to some- 
what less than heroic size by com- 
paring him with the “fine” artist, whom 
Golden saw as a courageous man un- 
willing to compromise—in contradis- 
tinction to the graphic artist who 
usually is committed to tasks for which 
he has no liking. (One suspects, how- 
ever, that most graphic artists like 
working for the printed page more 
than is generally realized.) 

James Real, who referred to himself 
as “an unfrocked designer,” turned the 
conversation to the relationship of Con- 
sumer Images to Corporate Images. 
Consumer images, unhappily, don’t 
always measure up to the expectations 











of Management and Sales, because, as 
Real pointed out, the “peasants” tend 
“to be agreeable’—they “often lie to 
you” about what they think they need 
or what they eventually are going to 
buy. Apparently one of the tasks of 
modern advertising, then, is to “deliver 
a more predictable consumer.” 


consumer manipulation .. . 


This juicy prospect is partly the 
responsibility of Marketing Research, 
which was represented on the second 
panel by Bill Capitman, whose massive 
Image of Consumer Manipulation 
seemed for a while even more menac- 
ing than Bruce MacKenzie’s Image of 
the Computing Machine. For Capit- 
man made it painfully clear that the 
time had now come when this monstrous 
prodigy must be admitted into the in- 
ner corporate huddle of management, 
public relations, and design—a horrible 
thought to most designers, who felt that 
although they had learned how to get 
around the stubborn prejudices of man- 
agement, they would have a rougher 
time coping with tabulations of prej- 
udices collected from thousands of face- 
less human beings. 

I was particularly impressed with 
the sessions on film, for here we seemed 
to be dealing with relatively basic 
visual problems. In a Thursday semi- 
nar, for instance, a member of the 
audience asked Norman McLaren 
whether he felt that the animation of 
the dance scenes in Walt Disney’s 
Fantasia might not have been more 
esthetically satisfying if the animators 
had been provided with specially com- 
posed musical scores rather than hav- 
ing to adapt their sequences to classi- 
cal music. McLaren felt the reason for 
Fantasia’s failure as an example of 
cinematic art was not in its anima- 
tion (which he felt was exceptional) 
but rather in the images, which were 
unnecessarily complicated and lacking 
in character. McLaren suggested that 
if even non-objective forms had been 
combined with the same animation and 
the same music, the result might have 
been more satisfactory. 


films for projective text... 


Among the many surprises of the Con- 
ference’s film was Gilbert Cohen-Seat’s 
demonstration on Wednesday evening 
of four “incomplete” films, which he 
had developed a number of years ago 
in Paris for psychiatric use as proj- 
ective tests. Each film presented a 
sequence of what appeared to be simple 
human relationships, such as between 
one man and two girls, two men and 
one girl, an older woman and a young 
man. But instead of continuing the 
story and precisely establishing these 
relationships, Cohen-Seat stopped each 
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of the films after three or four minutes 
and asked the audience to decide who 
these people were, how they might be 
related to one another, and what might 
happen next. The response varied con- 
siderably, but Cohen-Seat assured us 
that in showing the films to various 
groups certain patterns of responses 
had inevitably turned up again and 
again—moreover that these patterns 
could be drastically altered by subtle 
editing of the films themselves. Thus in 
viewing a film of a brief encounter be- 
tween an older woman and a young 
man, in which roughly 80% of the audi- 
ence assumed a “mother-son” relation- 
ship, the responses could be reduced to 
as low as five percent merely by length- 
ening by a few seconds the glance of 
the young man to the older woman at a 
certain part of the film. To Cohen-Seat, 
the five percent who still insisted on 
the. “mother-son” relationship should 
immediately be given further projective 
tests. 

Aside from the diagnostic useful- 
ness, such films offered us a number 
of ideas. For when a film unfolds its 
imagery, it presents many possibilities 
of interpretation—often more than the 
author realizes. Yet I suspect that 
when any artist works with con- 
tinuities—whether in film, on the 
printed page, on a wall, or on a can- 
vas—he is at least intuitively aware 
of the variety of responses his images 
may evoke. But even as the artist 
closes in on each situation, finally de- 
fining exactly which response he ex- 
pects his audience to make at certain 
moments in the continuity, by having 
already presented other possibilities he 
has made his audience participate in 
arriving at the -final decision. Hence 
the decision itself, if it has emerged 
from a possible conflict of alternate 
choices may become all the more dy- 
namic and meaningful to the viewer. 


time intervals and white space .. . 


The Cohen-Seat films also reminded us 
of the importance of the interval— 
what weuld be equivalent in graphic 
art, for instance, to the white spaces 
on a page or an exhibition wall. These 
are the “intervals of silence” which 
punctuate the development of dramatic 
continuities—not merely empty spaces 
to relieve congestion but moments_ to 
ask questions about the imagery itself 
—what it means and what will happen 
next. Through the sensitive manipula- 
tion of white space, for instance, 
Mondrian pulled off his extraordinary 
“surprises” with little asymmetrical 
bars of color at the edges of his can- 
vas. Through indecision to decision. Yet 
underlying it, still further questions: 
for Mondrian’s white “spaces” finally 
assert themselves as forms. In the same 
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way the “intervals of silence” in a 
great film can be moments of action— 
but action this time through participa- 
tion of the spectator. 

Finally, it was in the film panel that 
Dr. Roman Vishniac, whose extra- 
ordinary color films of microscopic life 
had fascinated all of us the day before, 
presented the Conference with perhaps 
its wittiest slogan: “Man cannot live 
on soap alone.” 

In retrospect, Aspen 1959 leaves 
many questions unanswered and many 
images unresolved. But I suspect that 
neither Morton Goldsholl, the Con- 
ference’s impresario, nor the hard- 
worked members of his efficient pro- 
gram committee would have had it 
otherwise. I know J wouldn’t. 


i a 
letters in living 


Among the visual material at Aspen 
were “The Canadian Exhibition of 
Graphic Art and Design” and “Letters 
in Living.” 

The Canadian material included the 
work of 30 artists and designers and 
several film artists. 

Letters in Living consisted of 35 
panels of “. . . the letters that are 
always around us, not those of the 
printed page, but the countless num- 
ber made by a variety of methods from 
many materials for a multitude of 
uses.” 

This was a cooperative student proj- 
ect of the Institute of Design of the 
Illinois Institute of Technology ex- 
ecuted under the direction of Gordon 
Martin, assistant professor, Visual De- 
sign department. 

Letters in Living run the gamut: 
cable reels with stenciled letters; a 
roman capital cast in aluminum; let- 
ters in cast iron; antique stencilled 
crockery; plexiglas letters; pastry 
markings; minted coin lettering; neon 
letters; wood letters cut by an electric 
arc; clock and watch dials; manhole 
cover letters. 

Some of the panels from Letters 
in Living are shown throughout the 
pages of this article on the Inter- 
national Design Conference. 

Commenting on how the exhibit came 
about, Gordon Martin writes: 

“Two years ago I went to the In- 
stitute of Design of the Illinois In- 
stitute of Technology to teach typog- 
raphy and design to both the under- 
graduate and graduate students. In 
my lectures my students and I at 
various times come to a point where we 
discuss the influences which various 
things have had on the written’ and 
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later on the printed letter. Such things 
as transferring the written letter onto 
stone in which the chisel obscures the 
freedom of the writing; the cut or in- 
scribed letter serving as the model in 
typefounding; and then again the 
punch cutter leaving his mark on our 
alphabet through his somewhat in- 
volved and yet free method of working. 
“After arousing interest in my stu- 
dents for the subject and by getting 
them to look around at the many mes- 
sages which continually bombard them 
wherever they are (not merely printed 
messages or those done individually 
such as signs, but “push”, “press here”, 
“stop”, “in case of fire”, “water de- 
partment”, and so on) questions began 
to be asked as to why different letter 
forms were used, or distorted, or why 
certain materials were used. This led 
to an examination of the various ma- 
terials and methods used in the manu- 
facture of letters—wood, metal, plastic; 
cutting, casting, stamping, extruding. 
New and old items were gathered and 
studied. 

“For instance, the influence that mak- 
ing a classic roman letter in relief 
from sheet plastic has on the letter 
form itself necessitates modification of 
the letter to the extent of rounding 
out the points where the thicks and 
thins join—which otherwise would be 
sharp and concise—to prevent punctur- 
ing the plastic during the process of 
moulding. It was also found that as 
the amount of relief or thickness was 
increased the letter appeared bolder 
and more distorted when viewed from 
an angle. Another example showed how 
surprisingly accurately the glass blower 
could follow a difficult pattern if his 
reputation was at stake.” 


on the record... 


When the 9th IDC convened in Aspen 
it wound up a season of conferences on 
everything from Symbology (New York 
Art Directors Club) to The Search 
for Certainty (University of Michi- 
gan). IDC’s broad theme, “Communica- 
tion: The Image Speaks,” seemed to 
tie the themes of the year’s other con- 
ferences together. IDC was concerned 
with symbols and how they build 
images, images and how they com- 
municate. It noted the huge volume of 
communications but questioned its ef- 
fectiveness. 

Program Chairman Morton Goldsholl 
noted our overemphasis on how, our 
underemphasis on what. He said: “We 
have the tools and we know the sym- 











bols. A rich multiplicity of media is 
available for the transmission of ideas 
and jnformation to every man, every- 
where—and yet the need persists... On 
every hand the evidence points up the 
fact that communication is realizing its 
potential only in the quantitative 
sense .. . Why is this so? Has our 
emphasis on the how of communication 
caused the what to be unwisely ne- 
glected?” 

The conference faced up to the 
reality that “. . . the links of com- 
munication that demonstrate man’s in- 
terdependence and his common destiny 
have broken down, resulting in con- 
fusion and anarchy in the relationship 
of man to his environment and between 
men.” 

Before trying to understand the why 
of this breakdown and find out what 
might be done about it, the conferees 
were given notes of prepared state- 
ments of the speakers, including a re- 
print of S. I. Hayakawa’s contribution 
to a preceding IDC. His remarks, on 
how to profit from a conference, have 
since become classic. A few of his 
points follow: 


Output... 

“There are two aspects to communica- 
tion. One is the matter of output—the 
speaking and writing, involving prob- 
lems of rhetoric, composition, logical 
presentation, coherence, definition of 
terms, knowledge of the subject and 
the audience, and so on. Most of the 
preoccupation with communication is 
directed towards the improvement of 
the output, so that we find on every 
hand courses in composition, effective 
speaking, the arts of plain or fancy 
talk, and how to write more dynamic 
sales letters. 


Intake... 


“But the other aspect of communica- 
tion, namely, the problem of intake— 
especially the problem of how to listen 
well—is a relatively neglected subject. 
It does not avail the speakers to have 
spoken well if we as listeners have 
failed to understand, or if we come 
away believing them to have said 
things they didn’t say at all. If a con- 
ference such as this is to result in the 
exchange of ideas, we need to pay 
particular heed to our listening habits. 


Empathy .. . 
“... it is necessary to emphasize that 
listening does not mean simply main- 
taining a polite silence while you are 
rehearsing in your mind the speech you 
are going to make the next time you 
can grab a conversational opening. Nor 
does listening mean waiting alertly for 
the flaws in the other fellow’s argu- 
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ments so that later you can mow him 
down. Listening means trying to see 
the problem the way the speaker sees 
it—which means not sympathy, which 
is feeling for him, but empathy, which 
is experiencing with him. Listening re- 
quires entering actively and imagina- 
tively into the other fellow’s situation 
and trying to understand a frame of 
reference different from your own. This 


is not always an easy task.” 
S. I. Hayakawa, Ed. Our Language 
and Our World: Selections from 
ETC: A Review of General Semantics, 
1953-58. Harper. 1959. 


The image evolves .. . 


After noting that the designer is the 
middleman of communications—he 
chooses neither his client nor the sub- 
ject—Abram Games advised that a 
driving personal force was necessary 
for the designer to rise above this 
position. “He must feel able to give 
it the stamp of his own authority and 
individuality and make of it something 
which without him it could never be. 
By investing it with his personality 
and outlook he can give it a deeper 
significance than is possible otherwise. 
Without this driving force, without this 
enthusiasm for battle and challenge 
the designer is nothing but the middle- 
man, the dealer in commodities in 
which he has no interest. 

“Accepting .. . sincerity and integ- 
rity, what are the methods open to the 
designer in approaching his work? 
They are numerous, and each designer 
has his own well-tried ways. The power 
of persuasion is his major asset, but 
it must be his own interpretation. An 
idea has to be implanted in the audi- 
ence, but it has to be implanted im- 
aginatively, in such a way as to fire 
the interest and kindle a new response 
to new thinking. 

Creativity vs. peddling . . . 

“The day may yet come when he ac- 
cepts his creative theme from the mo- 
tivation research people, albeit by 
courtesy of a ‘conference’ and merely 
becomes a convenient means of giving 
it graphic expression. The day the de- 
signer loses his initiative, power to 
originate his thoughts and express his 
personal convictions, will see the end 
of creative design. . . .” 


Youth to youth . . . 


Speaking of the large and important 
“young” markets and audiences, Games 
suggests that only young designers 
speak the language this audience un- 
derstands. 

“The big question is whether my 
particular generation, designers or 
otherwise, is the right one to address 
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them (the young), to sermonize, to 
preach, to lead them. It seems to me 
that only the younger generation of 
designers, their own contemporaries, 
can speak to them in a language com- 
yletely understood and acceptable to 
them. This is the task of our younger 
designers. Their influence must be even 
more marked than ours has been on 
our own generation. 


The escape trend. . . 

“Not for nothing has the broad grin 
become advertising’s universal symbol 
in post-war years. Most international 
posters have in one way or another 
provided this circus atmosphere, re- 
flecting the constant and wild search 
for entertainment to escape from the 
realities of our lives. Whether the grin 
has now outlived its purpose and will 
gradually fade like that of the Cheshire 
Cat remains to be seen. Perhaps the 
world is now turning to face its prob- 
lems seriously. The impact of abstract 
painting, the tachists, of scientific de- 
velopment is beginning to make itself 
felt more obviously in applied design. 
The flowing frivolities of the grin per- 
iod may be superseded by the pretty 
patterns of tachism or more formalized 
and frigid abstractions. Whether these 
will be more acceptable as a true ex- 
pression of the times I don’t know. The 
very arrival at spatial solutions in de- 
sign, the attempt at a new dimension is 
suggestive of the close link between 
scientific knowledge and design. Never- 
theless the two extremes in design are 
now clearly marked; the ideal may be 
somewhere in between. It does not 
really matter which, provided the 
human being is the most important 
factor in design, which must, in some 
way, refer to his emotions and actions. 
Perhaps the bareness and austerity of 
the more formal designs express our 
meagre knowledge of the universe. 
With further exploration and discovery 
these designs might conceivably acquire 


a richer and more satisfying content.” 
Abram Games, British Designer. 


Back to (a contemporary) nature .. . 
“The emotional domestication of the 
new world has been hampered by the 
prevailing confusion and pessimism 
which cloud our thoughts and obscure 
our aims. Poets and painters—those 
among us who used to be the first to 
explore the new aspects of a growing 
environment, the first to dream about 
aims and feel distant harmonies—when 
confronted with nature’s newest face, 
have been defeated by its complexity 
and have lost their confidence. Painters 
no longer turn to nature for inspira- 
tion but look to other painters; poets’ 
sources are other poets’ poems. But 


they and we all need a reunion with the 
common basis of all, nature, albeit a 
nature different from that which our 


fathers knew.” 
Designer Gyorgy Kepes. 


Be future oriented, not merely 
contemporary .. . 

“The designer must be as alive to the 
future, to the immense complex of the 
sciences, as to the rich artistic tradi- 
tions he has inherited. He must, of 
course, in this reflect the significant 
conditions, attitudes, sense of values 
and needs of his time. Perhaps never 
before, however, has it been so diffi- 
cult to be exposed even to a minute 
portion of the ‘times’. What course can 
he choose? The simplest way, naturally, 
is to limit himself to the familiar 
disciplines of the fine arts with occas- 
ional dabbling in pseudo-scientific or 
communication problems. Yet, in almost 
all design he must constantly contribute 
his skills to areas remote from his 
basic interests and unrelated to his past 
experience. An intellectual curiosity 
and an immense capacity for absorbing 
information must be his. Either he 
strives to keep abreast with these phys- 
ical and psychic extensions of man or 
he very soon becomes a trivial decora- 
tor of the current social scene.” 


Knowing design is not enough .. . 

“It is of crucial importance that the 
designer retain his identity as a gener- 
alist with specific interpretive and in- 
tuitive artistic talents, but it is also 
essential that he become closely assoc- 
iated and familiar with the specific 
fields for which he wishes to design. 
In science and industry this means a 
real apprenticeship in the specific dis- 
ciplines as well as a familiarity with 


the basic products of this area.” 
Science editor and writer, 
Bruce Mackenzie. 


Images to anticipate tomorrow .. . 
“Today the role of the image is not 
only to evoke past experience, but also 
explicitly to anticipate and suggest 
possible future achievements. Our 
greatest need is an image of future 
greatness.” 





Author and philosopher of 
Lancelot Law Whyte. 


Person to symbol to person. . . 

“The problem of discussing imagery 
and symbolism is the fact that one can- 
not discuss imagery and symbolism at 
all, but only communication. A symbol, 
existing in space with no one to see it, 
is without significance. It is only when 
some sort of contact is established 
between symbol and its observer that 
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the symbol itself becomes meaning- 
TE: wiudiz 


Symbols not universal . . . 


“Isn’t it so that symbols are ‘universal’ 
in meaning? Do they not tap consistent, 
permanent sources of human experience 
and emotion? The chances are that 
they do not. It is highly doubtful that 
the egg, for example, is a iniversal 
symbol of motherhood or togetherness 
or oneness. It is equally questionable 
that there is a universal meaning at- 
tributed to the cross, and it is at least 
controversial whether or not a tri- 
angular form inherently conveys the 
meaning of the trinity and the family. 

“There is not, therefore, a ‘universal’ 
language of symbolism which the de- 
signer may freely call upon to express 
himself. . . . There are only symbols, 
as the designer may create or employ 
them, and an entire world of human 
experience in which they appear. The 
meaning which is attributed to the 
emotional and conceptual material 
which they call forth, is the result of 
what human beings bring to them and 
as we have noticed, this is not static. 
It is not even consistent.” 


A need for evidence. . . 

“Since we are here discussing the use 
of the designer’s skill in creating sym- 
bols that communicate, let me state 
flatly that I don’t believe the problem 
of today’s design is simply a matter of 
creativity. If we want to use design as 
a means of communication we need 
hard, definite, clear and unequivocal 
evidence of what is being commun- 
icated. It is time that the designer 
and the manufacturer face up to this as 
a fact. There is only one way in which 
this evidence can be accumulated, and 
this is via the medium of properly con- 
ducted marketing research.” 

A slow bandwagon .. . 

“Still other corporations, a few of 
them, but an increasing number, have 
come to recognize that communication 
takes place on levels other than the 
purely verbal. It is these corporations 
that have begun to concern themselves 
with the corporate look, and the corp- 
orate symbol. 

“It is likely that an increasing con- 
sciousness of the visual and symbolic 
aspects of communications for the corp- 
oration will develop during the next 


few years.” 
William Capitman, 
President of the Center for 
Research in Marketing 


Every knock a knock... 
The late William Golden, who was 
Creative Director, Advertising and 
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Sales Promotion, CBS-TV, was also one 
of our most articulate and outspoken 
self-appointed critics of self-appointed 
critics. Some of his barbs: 


Chaos, the designer at the typewriter . . . 


“There may, indeed, be some cause for 
concern about the chaos the designer 
is bringing to the visual environment 
of advertising. 

“I think we tend to do this each time 
we leave our work for the lecture 
platform or the typewriter. We tend 
to overstate our case in the most com- 
plicated manner, and to confuse the 
simple purpose of our perfectly honest, 
useful, little craft with the language of 
the sociologist, the psychiatrist, the 
scientist, the art critic, and sometimes 
even the mystic.” 


The talking man... 


“. . . Much of the confusion that is 
generated in a discusion of the role of 
the advertising designer stems from the 
fact that Business regards him simply 
as a tool of communication, while the 
designer feels he has something to say 
in his own right. 

“He undoubtedly has. But. it can be 
pretty irritating to pick up a tele- 
phone, for example, only to discover 
that instead of transmitting your mes- 
sage, the damned thing is not only 
talking back to you, but is talking 
about something else. 

“And this is what we seem to be do- 
ing most of the time in our con- 
ferences and in the body of our 
Graphic Arts literature. 

“It sometimes seems to me that this 
profession of ours has gotten out of 
hand. If an advertising designer does 
his work conscientiously enough, sooner 
or later he wins the requisite number 
of awards in one medium, which, in 
some way that is incomprehensible to 
me, seems to make him eligible to ex- 
press himself in another. 


A creative split .. . 
“. . .The dilemma of the literate ad- 
vertjsing designer is that emotionally 
he is part small businessman and part 
artist. He isn’t strong enough to cut 
himself off from the world of business 
to make the personal statement of the 
artist. He isn’t a pure enough business- 
man to turn his attention completely 
away from the arts. 

“He somehow wants the best of both 
worlds. He becomes a kind of soft- 
boiled businessman. 


Wanted: not facts but attitudes 


“. . . The designer for the most part 
would be willing to accept The Fact 
as the content for his work. But he 
soon discovers that despite the prattle 
of the Public Relations expert about 








Jean 
dom 


creat 
te cc 
some 
tain 

perti 


Neec 
adeq 
fore: 
films 
ing | 
direc 
proc 
as | 
read 
fami 
is n 
conf 
atte 
ficial 


Phon 


Pert 
tows 
phor 
belie 
distc 


The | 


“It j 
us h 
‘Ima 
gest: 
of r 
thes: 
conv 
nobl 
this 

The 
suffi 
to ir 
risk 
of a 
are 

imas 
“Th 
the 

sim] 
met] 
pect 
held 
are 

at 2 
not 

of a 
chor 
and 


Art Dir 





one 
cen 
ted 


for 
er 
nt 


nie 
Te 
nd 
n- 
he 
st, 


he 
PS 





‘lean, hard facts,’ the designer is sel- 
dom called upon to work with them. 
“For Business wants him to help 
create an attitude about the facts, not 
tc communicate them. And only about 
some of the facts. For facts too, in cer- 
tain juxtapositions can offend some 
pertion of the market.” 
William Golden, 
9th International Design Conference. 


Needed: individual speed control . . . 


“' . . no sound or screen record can 
adequately replace book work in the 
foreseeable future, unless tapes and 
films with devices for reversing, slow- 
ing down and speeding up at will the 
direction in which flow of information 
proceeds, collectively become as cheap 
as books with the same content. In 
reading, one can skip what is tediously 
familiar and ponder at length on what 
is more difficult. . . . This freedom 
confers an incentive to concentrated 
attention and acts as a brake on super- 
ficial assent.” 

Physiologist, geneticist, author, 

canal seen ean 

Lancelot sero 





Phony, phony, phony .. . 


Perhaps one of our biggest trends is 
toward bigger, slicker, more consistent 
phoniness—in what we expect others to 
believe. Here’s an outcry against the 
distorted image. 


The true purpose: distortion . . . 


“It is probably safe to say that none of 
us has precisely the same image of an 
‘Image.’ The dictionary definition sug- 
gests that the word implies accuracy 
of reflection—that an image is a syn- 
thesis of a truth, a recognizable and 
convenient representation. Yet only in 
noble and uncomplicated situations is 
this definition completely acceptable. 
The majority of human enterprises are 
sufficiently imperfect that they submit 
to intense scrutiny only at considerable 
risk to themselves. With the exception 


of a handful of undertakings . . . we 
are talking about a distortion of the 
image. 


“There are numberless ways in which 
the image can be tampered with. The 
simplest and most morally comfortable 
method .is to delineate only those as- 
pects or components which are generally 
held to be ‘good.’ Those less desirable 
are thus not. contained in the image 
at all and, by implication, simply do 
not exist. Sometimes the construction 
of an idealized portrait involves a dual 
chore—when a new virtue is introduced 
and then promoted simultaneously with 
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the enterprise which it is intended to 
enhance... 

“Sometimes the image construction 
consists of a highly complex under- 
taking being represented by the con- 
trolled personal presentation of one 
man. An example of this was the heroic 
delineation of the senior Rockefeller... 


So simple, so easy, so friendly . . . 

“The image-makers’ sophism is the di- 
minution of everything—the complex 
is always simple; the huge is really a 
lot of tiny, friendly units; the hard- 
eyed professional board of directors is 
composited as a cleantoothed kid at the 
gas pump. Everybody is innocent, warm 
and above all—simple. 

“Yet almost nobody believes this. 
They may be uninterested and let it go 
for what it is—a facade; but it is a 
diversion rather than a_ believable 
proposition. For other aspects of the 
corporation are apparent. The internal 
struggles for power, the sporadic con- 
tests with government and labor, the 
international power involvement, the 
stock raids—all these great industrial 
activities are reported . . . to the pub- 
lic who absorb and store impressions 
and counter-images which are consider- 
ably more complicated than ‘Mom loves 
Esso.’ 


Our not so innocent age .. . 

“The corporation has been led to be- 
lieve . . . that it could construct a 
composite image of itself suitable for 
any occasion. The one widely touted as 
the most effective and reasonable of 
achievement has been the ‘simple and 
nice’ variety. But it should be ap- 
parent to the policy makers . . . that 
this is a concept cut out for a more in- 
nocent age . . . there is a tenable argu- 
ment for depositing a great deal more 
direct faith in the public itself . . . the 
preservation of the private enterprise 
system is dependent upon a continuous 
presentation of a reasonably honest 
image of the responsibilities of a cor- 
poration and the limits of these respon- 
sibilities. It can come as no shock to 
the people to be told that the primary 
function of the modern business en- 
terprise is to generate profit and that 
anything else that it does ... is ex- 
traneous. This . . . can be done with 
considerable grace . . . high acceptance, 
and ... be achieved quite separately 
from the creation and maintenance of 
what I have called the ‘retail image.’ 


The visual lie .. . 

“The language of vision, like any other 
language, can be lied in. As many 
frauds have been perpetrated in Bodoni 
as in Barnum. The central problem 
pressing upon the designer is the na- 
ture of the image. Is he helping con- 
struct an image with decent powers of 
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reflection, or is he building masks, be- 
hind which the verities and strengths of 
the free society are eroding away?” 
James Real, 
West Coast design consultant 
and illustrator. 


8-second art... 

The Grand Prix for the best com- 
mercial of the year was awarded by the 
Cannes International Advertising Film 
Festival to Lawrence-Schnitzer Pro- 
ductions, Hollywood affiliate of Robert 
Lawrence Productions. This is the first 
time an American producer has won the 
top award. It was for a two-minute 
color production for Chevrolet, origin- 
ally shown on the Dinah Shore pro- 
gram. 

The award is substantiation of Mr. 
Schnitzer’s contention, expressed at As- 
pen, that the TV commercial can be and 
should be art. 

He said: “The filmed commercial can 
be and, in notable instances has been, 
art. If it ever matures as‘a vital means 
of communication, it will'do so as an 
art form under the aegis of film men. 

“Admittedly, it sounds like a pre- 
posterous notion: arty commercials! 
Yet few people here will dispute the 
pretensions of other advertising forms 
to artistic consideration. If we are will- 
ing to acknowledge that the design of 
magazine and newspaper advertising 
can reach the heights, why not admit 
a similar potential for the filmed com- 
mercial?” 

First befriend, then sell . . . 

“Without reviewing the entire corpus 
of film theory, let me risk the pit- 
falls of generalization by putting it 
in a nutshell. A feature film succeeds 
insofar as it achieves an interflow of 
action and reaction, first, among its 
characters and, second, between its 
characters and its audience. The same 
holds true for the filmed commercial. 
The viewer can, as he must, be drawn 
into the commercial’s drama; he can 
be interested in the players and en- 
tertained by their play. He can, in 
short, be befriended by the commercial. 
Then and only then can he participate 
in it, actively, relate to its characters 
and be won over by its message. A 
good, dramatic, visual filmstory will 
communicate and persuade. Only those 
who have failed with the sublime ap- 
proach will stoop to the subliminal. 
It is the commercial that reveals itself 
to the viewer, honestly and unself- 
consciously, that is most likely to suc- 
ceed as a communicative and selling 


form.” @ 
Jerry Schnitzer. 
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ADCC 27th Annual 
Exhibition 

Leonard Rubenstein, 

President, ADCC 





Ralph E. Eckerstrom, 
hairman, 





CHICAGO'S 27TH 
CRACKS DOWN 
ON SAMENESS... 


Show emphasizes simple, direct solutions, pins 


medals on pieces which got results rather than those 


which just tried hard 


Chicago’s critical, result-conscious judges 
weeded 2,150 entries down to 139 to make 
up a small, top-flight show. How and 
why they did this is explained by show 
chairman Ralph E. Eckerstrom. 

“Nine jurors selected the 27th ADCC 
show. They were divided into three 
groups. Robert Gage, Arnold Varga, and 
Herbert Bayer judged all of the space ad- 
vertising. Mildred Constantine, Charles 
Coiner, and Massimo Vignelli made the 
selections in the collateral and editorial 
classifications. Georg Olden, Jack Rob- 
erts, and Thomas Gorey judged the TV 
commercials. 

“Of 2,150 entries, the jury selected 139, 
22 of which were TV commercials. The 
139 are in sharp contrast to the more than 
twice that number picked last year from 
a slightly smaller number of entries. 

“Obviously, it was a very critical jury. 
The judges didn’t enter into long dis- 
cussions about the relative difficulties in- 
herent in advertising such products as 
batteries or breakfast food, for instance. 


They concentrated on the result, gave no 
“A’s” for effort. 

“The simple, direct solution usually 
won out. There was considerable com- 
ment about the excessively complicated 
effects which so often only seemed to 
camouflage and confuse the advertising 
message. 

“For all categories the judges com- 
plained that there was too little that 
was fresh and unique. It would be in- 
structive for every AD to have the chance 
to take part in the clean-up and sweep-up 
after a judging. Seeing the armloads of 
sameness (representing terrific expendi- 
tures of time, effort, and money) that 
are tossed into the wastebasket can have 
a very stimulating effect. No AD wants 
to keep finding his work relegated to this 
anonymous classification. 

“Perhaps it is this very category which 
should be exhibited. When we can recog- 
nize fully how barren of creativity and 
artistic merit it really is, we will realize 
that some constructive action must be 
taken.” 
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Art Director: Arnold Varga 
Artist/Photographer: Arnold Varga 
Copywriter: Robert Coz 

Advertiser: Coz's Inc. 


Art Director: Robert Gage 

Artist/Photographer: Wingate Paine 

Agency: Doyle, Dane, Bernbach, Inc. 

Advertiser: State Street Council 

Art Director: Charles Walz 

Artist/Photographer: Herbert 
Leupin 

Copywriter: Dean Carson 

Advertiser: Abbott Laboratories 
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4) 


5) 


8) 


10) 


11) 


12) 


13) 


14) 


Art Director: Frank Johnson 

Artist/Photographer: Wingate Paine 

Copywriter: John Calnan 

Agency: Needham, Louis & Brorby, 
Ine. 

Advertiser: State Farm Insurance 
Companies 

Art Director: Ralph Eckerstrom & 
John Massey 

Artist/Photographer: John Massey 

Copywriter: Theodore Roosevelt 

Agency: N. W. Ayer & Son, Inc. 

Advertiser: Container Corporation of 
America 

Art Director: Robert Gage 

Artist/Photographer: Wingate Paine 

Agency: Doyle, Dane, Bernbach, Inc. 

Advertiser: State Street Council 


Art Director: Thomas Clarke 

Artist/Photographer: Warren 
Winstanley 

Copywriter: Chuck Ohlsson 

Agency: Campbell-Ewald Co. 

Advertiser: Chevrolet 

Art Director: William Wilson 

Artist/Photographer: Don Walkoe 

Agency: Jordan, Sieber & Corbett, 
Ince. 

Advertiser: Armour Pharmaceutical 
Company 

Art Director: Arnold Varga 

Artist/Photographer: Arnold Varga 

Copywriter: Robert Cox 

Advertiser: Coz’s Inc. 


Art Director: Charles Walz 
Artist/Photographer: Lester 
Bookbinder 

Designer: Herbert Lubalin 
Copywriter: Richard Collignon 
Art Director: Charles Walz 
Artist/Designer: Celestino Piatti 
Copywriter: Dean Carson 
Advertiser: Abbott Laboratories 


Art Director: William Stone 

Artist/Photographer: Mei Loo Foo 
and Norman Ives 

Agency: Lee Paper Co. Adv. Dept. 

Advertiser: Lee Paper Co. © 

Art Director: Arnold Varga 

Artist/Photographer: Becker- 
Horowitz 

Agency: Ketchum, MacLeod & Grove 

Advertiser: Alcoa Aluminum Co. 


Art Directors: Walter Reinsel and 
Ralph Eckerstrom 

Sculptor: Leonard Baskin 

Copywriter: Theodore Roosevelt 

Agency: N. W. Ayer & Son, Inc. 

Advertiser: Container Corporation of 
America 
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15) Art Director: Dick Yocum 
Artist/Photographer: Phil Davis, 
API 
Copywriter: Bert Oelker 
Agency: Kenyon & Eckhardt, Inc. 
Advertiser: Lincoln Division, 
Ford Motor Co. 


Art Director: Elmer E. Yocum 

Artist/Photographer: Glenn Parent, 
Federman, Adams & Colopy 
Associates 

Agency: Ketchum, MacLeod & Grove 

Advertiser: Southern Chemical 

Corporation 


17) Art Director: Ed Fella, H. LeBeau 
Artist/Photographer: Ed Fella, 
Frank Werle 
Copywriter: LeBeau Studios 
Agency: LeBeau Studios 
Advertiser: LeBeau Studios 


18) Art Director: Harold McVeigh 
Artist/Photographer: Arthur Siegel 
Copywriter: John Calnan 
Agency: Needham, Louis & Brorby, 

Ine. 
Advertiser: Hertz System 


19) Art Director: Charles Walz 
Artists: Charles Walz, Cover Design 
Carl Regehr, Body Design 
Advertiser: Abbott Laboratories 


20) Art Director: Arthur Paul 
Designer/Photographer: Arthur Paul 
Agency: HMH Publishing Co. 
Advertiser: Playboy Magazine 


21) Art Directors: Jack DeWitt, Amil 
Gargano, Jim Trumbo 
Artist/Photographer: H. Landshoff 
Copywriters: Chuck Liaf and 
Dick Turpen 
Agency: Campbell-Ewald Company 
Advertiser: Delco-Remy 


22) Art Director: Sy Lachiusa 
Artist/Photographer: Saul Bass 
Copywriter: Hugh Redhead 
Agency: Fuller & Smith & Ross, Inc. 
Advertiser: Alumi Company of 

America 
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TELEVISION DESIGN 
OF COMPLETE UNIT 
ART, PHOTOGRAPHY 


Art Director: Lawrence Berger, 
Louis Zansky 

Producer: Transfilm-Caravel, Inc. 

Copywriter: Jim Huff 


Agency: Batten, Barton, Durstine & 


Osborn 
Advertiser: U. S. Steel Corporation 
Music Composition: Ben Allen, 

Joe Hornsby 


Art Director: Earl Klein 
Artist/Photographer: Bob Curtis 
Producer: Animation, Inc. 
Agency: Weinberg Advertising 
Company, Los Angeles 
Advertiser: The May Company 


Art Director: Jack Wohl 
Producer: Transfilm-Caravel, Inc. 
Copywriter: Charles Green, Jack 
Wohl 
Agency: J. Walter Thompson Co. 
Advertiser: Ford Motor Co. 
Still Photographer: Howard Zieff 
Music Composition: Music Makers 
Art Director: G. Don Curphey 
Artist/Photographer: Ivan Dazey 
Copywriter: Margaret Abrams 


Agency: McCormick Advertising Co., 


Inc. 
Producer: Alexander Film Co. 
Advertiser: Shamrock Oil and Gas 
Corporation 


Art Director: Robert C. Stanley 

Producer: Playhouse Pictures, 
Hollywood, Cal. 

Copywriter: Robert Chambers 

Agency: Needham, Louis & 
Brorby, Inc. ; 

Advertiser: Peoples Gas Light 
& Coke Company 















































28) Art Director: Cleo Hovel 
Artist/Photographer: Desilu 
Hollywood 

Copywriter: Cleo Hovel 

Agency: Campbell-Mithun, Inc. 
Advertiser: Northwest Orient 
Airlines 

29) Art Director: John Hubley 
Animator: Robert Cannon 
Photographer: Storyboard, Inc. 
Producer: Storyboard Incorporated, 
New York 

Agency: W. B. Doner & Co., Detroit 
Advertiser: Faygo Beverage 
Company 

30) Art Director: Bob Mack 
Artist/Photographer: Robert 
Woodburn 

Copywriter: Robert Woodburn 
Agency: Grant Advertising, Inc. 
Producer: Alexander Film Co. 
Advertiser: Dodge Division of the 
Chrysler Corp. 


31) Art Director: Bob Ballintine 
Artist/Photographer: Barbara 
Mitchell, Federman, Adams & 
Colopy 

Agency: Ketchum, MacLeod & Grove 
Advertiser: Thorofare Markets, Inc. 


32) Art Director: Robert Tucker 
Producer: Sarra, Incorporated 
Copywriter: Rudy Perz 

Agency: J. Walter Thompson 
Company 

Advertiser: The Seven-Up Company 


33) Art Director: Joseph Creaturo— 
animation-kine 

Producer: Pantomime Pictures— 
Live on camera-kine 
Copywriter: Kenneth Snyder 
Agency: Needham, Louis & Broby, 
Ine. 

Advertiser: Renault, Inc. 
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production 
bulletin 


new types and papers offered; Polaroid markets high-speed film; 


LTF study shows how paper tone affects color printing 


Type notes: New specimen sheets display 
Clarendon and Clarendon Bold (Haas 
Typefoundry), Egyptian Bold Con- 
densed, Melior, and Egyptian Bold Ex- 
tended. From Amsterdam Continental, 
268-276 Fourth Ave., New York 10, N. Y. 

. specimens of hundreds of different 
dingbats (typographic ornaments) being 


distributed by Philmac Typographers, — 


NYC ... new Intertype showings in- 
clude: 514 pt. Royal No. 1B with bold; 
8, 9, 10 pt. Royal with italic and small 
caps; 814 pt. Royal No. 2B with italic; 
54 pt. News Gothic Cond. with bold 
condensed .. . 


On paper: new specimen on Mohawk 
Superfine Text, 80 lb. eggshell finish 
shows off color work, type, tints . . . No. 
1 of a new publication is exciting ADs, 
designers, artists intrigued with design- 
ing with colored paper. Published by 
the Dyes and Chemicals Division of the 
DuPont Co., it’s a beautiful, idea stim- 
ulating booklet. To add your name to 
the mailing list, write Color Council, 
Rm. N-2420, E. I. DuPont De Nemours 
& Co., Inc., Wilmington 98, Delaware 
... “Thought Starters” is a new idea 
portfolio prepared by American Writing 
Paper Corp., Holyoke, Mass. Shows a 
number of offset and letterpress jobs 
making creative use of Eagle-A Quality 
Text and Cover papers . . . when 
color printing on the new fluorescent 
white papers be sure to proof your 
plates on the same stock. The blue 
fluorescence of some of these papers, 


Art Direction / The Magazine of Creative Advertising / 


notes the Lithographic Technical Foun- 
dation, affects appearance of some hues. 
It can weaken some yellow and red tints 
while actually strengthening yellow 
solids. LTF also notes that cream white 
papers favor appearance of flesh tints 
and warm colors, make skies grayer. On 
the fluorescent papers sky blue tints are 
cleaner but flesh tints may wash out . . . 


Production notes: series of one-sheet sam- 
plers show off range of material in old 
print and photograph collection of The 
Bettmann Archive. For copies, write 
The Bettmann Archive, 215 E. 57th St., 
New York 22, N. Y. . . . first desk top 
visualizer is the Lacey-Luci Coronet. En- 
larges and reduces objects and opaque 
copy 400%. Viewing area is 10” x 12”, 
copy board 12” x 14”. Camera is 1414” 
wide, 2114” high, 2834” long. Lacey- 
Luci Products, Inc., 31 Central Ave., 
Newark 2, N. J. . . . new film for the 
Polaroid Land Camera is 15 times faster 
than present Polaroid film, up to 8 times 
faster than most professional film. Makes 
possible picture-a-minute taking under 
ordinary lighting conditions. The “3000 
Land Picture Roll” has an ASA speed 
rating of 3000. A wink-light, a photocell 
controlled shutter, and an accessory light 
meter help make the new film more 
versatile . . .- still pictures or drawings 
can be converted to motion by Techna- 
mation. Involves attaching to back of the 
“still” a transparent material and a spe- 
cially screened light source. Reproduces 
virtually any type natural motion, orig- 
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inal motion, at any speed and in any 
direction, and in any combination of 
speeds and directions. Technical Anima- 
tions, Inc., 273 Main St., Port Washing- 
ton, N. Y. . . . desk unit electric binder, 
60% to 100% faster than manual bind- 
ing equipment, marketed by General 
Binding Corp., 1101 Skokie Highway, 
Northbrook, Illinois. Unit is portable, 
handles five styles of plastic binding... 
a compilation of the ROP color require- 
ments of U.S. and Canadian newspapers 
is published annually by Lake Shore 
Electrotype Co., Chicago. The 1959-60 
edition is now ready, free to agencies, 
newspapers, advertisers . . . new offset 
precision built press permits higher run- 
ning speeds while maintaining reproduc- 
tion quality, has innovations which re- 
duce makeready time. Press is the ATF 
Chief 238, first unit of which is at 
Sterlip Press, Inc., NYC . . . Unibath 
is a one-step photo processing solution. 
It’s a six-minute process, eliminates long 
wash, cannot bleach nor stain, requires 
no critical temperature, will not over- 
develop. Cormac Chemical Corp., 80 
Fifth Ave., New York 11. Trade ads for 
Unibath were AD’d by Jack Spiro, pho- 
tos by Al Murphy . . . “How To Prepare 
Art for Silk Screen Printing” is new 
booklet being distributed by Screen 
Process Printing Association, Interna- 
tional, 549 W. Randolph St., Chicago 6, 
Ill. Text by Edith Pilpel. Tells when 
to use the process, describes its basic 
principles, reviews methods of making 
stencils, tells how to prepare copy. @ 
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PROMOTION BY CALENDA 





by Kim Taylor, Assistant Editor, Graphis 


A promotional piece that goes to work 
365 days in the year—such is the commer- 
cial calendar at its best, and its worth in 
Europe and Japan is well recognized. 
But to work in such a way, a calendar 
must prove itself: there is a strict limit to 
the calendars any room will hold; many 
will have just one. 

How to be that one? Some well-tried 
ways continue to be tried: the reproduc- 
tion of old masters is repeated. The re- 
production of the work of modern mas- 
ters, of new artists, even of students and 
children is also tried. So too might be 
the work of designers when they ‘let their 
hair down’ (Lionni portraits, say, or 
Rand still life’s or the outcome of art 
directors’ fine art exhibitions one reads 
about). Although these remain only re- 
productions they prove useful to a printer 
who wishes to show his capabilities, or 
to a papermaker who wishes to show his 
products—the work of twelve artists work- 
ing in quite different media are often 
shown in one calendar to prove the qual- 
ities of different printing means or of 
various papers. An Italian printer last 
year asked for linocuts from a number of 

















































artists, printed them on fine paper in a ) CaRLo ( 
numbered limited edition and so pro- each sy 
duced a print collector's piece. by Pell 
‘ : facture? 
Christmas comes to us here with snow and Che 
and calendars. With so many to choose iene 
from my choice fell last year on the offer- Meccuts 
ing of an Italian manufacturer of electro- Calenda 
mechanical equipment. I have no reason dition 
ordinarily to be interested in such things, ) Bruno 
calenda: 


but this calendar with twelve industries 
symbolized by the most economical mzans 
has stood the test of time. I have looked 
at this calendar daily without wearying 
of it. If I should ever feel electromechan- 
ically inclined, I know now where I shall 
unhesitatingly go, certain that the firm 
would grasp my needs clearly and execute 
them capably. Such is the confidence 
created by a fine calendar. * 
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) CARLO GEMINIANI—T wo of twelve sheets 
each symbolizing the industries served 
by Pellizzari, electromechanical manu- 

& facturer. Shown here: Hydraulic works 
and Chemical industry. 


Franco ROGNONI—One of a series of 
linocuts for Milan printer, Bertieri. 
Calendar printed in numbered limited 
edition of 200 copies. 

BRUNO Munari—Linocut for the above 
calendar. 


5)6) Ru VAN RossEM—Two of a series of 
color etchings on theme of ‘Transport’ 
for a Dutch printer, Zuid-Nederlandsche 
Drukkerij N.V. 


7) Otro RoHsE—Three-color wood engrav- 

ing for Hamburg printer, G. Petermann. 

8) 9) RyvicH1 YAMASHIRO—Two of twelve 

sheets for Takashimaya Dept. Store, 

Japan. 

10) CORNEILLE, HANNOSET/P. ALECHINSKY— 

Black and white calendar for Belgian 
printer. 
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Editor's note: 

Fall, 1959, brought the word back into 
advertising, marked a setback for the ad- 
vocates of visual communications, sym- 
bols, images, etc. 

Consumer goods, in the toughest post 
war competition turned to lengthy copy, 
to reason-why ads, to big type, to sharp 
focus, conventional camera angles. 

Flipping through a typical newspaper 
in mid-Fall, you find a great many ads 
that could have been prepared by Ted 
Bates. Subtlety, cajolery, indirection, psy- 
chology, sophistication seem tossed to the 
winds. 

Every year, it seems, has the toughest 
competition ever. But several events this 
year make the old bromide believable: 1) 
the battle of the new cigarettes for one. 
2) manufacturers’ renewed insistence that 
advertising not only pay but prove it 
pays, and 3) the battle of the compact, 
standard, foreign and domestic cars. 

Ford’s Falcon ads are loaded with rea- 
son-why copy. They are selling the steak 
at least as much as the sizzle. A side-view 
diagram (how far from a mood photo can 
you get) at a glance shows it’s a family 
car, with plenty of leg, head and luggage 
Space, with a front engine, etc. Falcon’s 
Sunday Times supplement is page after 
page of talk, with Cornell Capa pictures 
yes, but heavy with copy. 

Lark retains its touch of style in its 
typography but the photographs are 
straight realism. If the shots aren’t head 
on, neither are they extreme off-beat an- 
gles. You are supposed to admire the cars, 
not the ads. Rambler’s layouts are direct, 
hard hitting. 

Many of these ads won’t make any art 
director club shows and they aren’t sup- 
posed to. 

Corvair headlines speak of “the hap- 
piest driving” but there’s nothing happy 
in the looks of the ad with block after 
block of reason-why copy aided by a spot 
illustration. Also, in the same issue of 
this mid-Fall paper, is an all-type Valiant 


ad. On the other hand, some of the 
other Valiant ads have the most visual 
creativeness of the early car ads. 

A Chrysler Corporation ad is almost all 
copy, with one two-column picture and 
four one-column x 1” pictures. All are 
close ups of functional features. 

The car announcement ads may be 
more copy-heavy because the new cars, 
like the new cigarettes, have real news to 
report. Later-in-the-year ads, or next 
year’s ads, may switch to a more visual 
approach once the genuine news ap- 
proach tapers off. 

On the other hand, the flurry of long 
copy—realistic picture—direct message— 
simple layout ads has got some ad folks 
wondering if relentless competition has 
brought this approach back to stay. 

Some of the new cigarette ads are even 
more copy and reason-why heavy, the ads 
for Duke, Life, Spring, for example. The 
Life ad, fittingly, is the most Ted Bates- 
ish of all, for, like Viceroys, it was pre- 
pared by Rosser Reeve’s team. The ads 
have the strongest “reason why” appeal 
to buyers, presented in the briefest, most 
direct way. Note also Revlon’s “Ultima” 
ads—double spreads with one small pic- 
ture of the package, 11 pages of reason- 
why copy based on letters from satisfied 
users. Finishing touch: a real old-feeling 
border surrounds the ad, border motif 
deriving from decorative element on the 
product jar. Also, see such ads as those 
for The Lowrey Organ, RCA’s Recorded 
Sound spreads, GE ads for toasters and 
irons, New York Life spreads with almost 
six columns of text type, and many others. 

After years of fighting to establish the 
sales power of visual creative advertising, 
now, when the stakes are greatest and 
most precarious, many advertisers still 
prefer haymakers to feints. 

Take another look at the auto ads. 
Here are some of the introductory and 
early season ads for the American com- 
pact five and a summary of the company 
thinking behind each. 


DETROIT’S COMPACT CARS 





Big news—little ad bang. 
Bigger than ever budgets aim to 


sell almost 7,000,000 big, little 


and compact domestic and 
foreign cars; new compact cars 


get compact share of total budget 


The story of Detroit’s compact cars this 
year has caught the public interest and 
curiosity. It is one of the major industrial 
news stories of the past decade. Because 
car buyers have been waiting for a 
smaller, more economical American car 
with more enthusiasm than the manufac- 
turers, the mere announcement last 
Spring and resultant preview news stories 
in August and September have had tre- 
mendous readership. Life, Look, Time, 
Saturday Evening Post and other mass 
circulation magazines have devoted num- 
berless pages to sneak previews of Ford’s 
Falcon, Chevrolet’s Corvair and Ply- 
mouth’s Valiant. 

The car manufacturers in turn are 
allocating huge amounts for advertising. 
Ford’s budget for the 4th quarter of 1959 
is estimated at $10,000,000 for radio, TV, 
print and outdoor advertising for its 1960 
line. GM and Chrysler are scheduled for 
similar amounts. 

But what about the compact car ad- 
vertising? It, too, is compact. Only the 
most observant readers will find the Cor- 
vair introduction on the 3rd page of a 
three-page spread on the last two pages 
of an 8-page insert. Ford’s Falcon got a 
4-color double spread announcement to 
itself in October issues of Life and Satur- 
day Evening Post as well as a special 
N. Y. Times Sunday supplement and 
shares the spotlight with the Galaxie in 
ads in American Weekly, This Week and 
other newspaper supplements—and with 
David Crystal Fashions and the Country 
Squire station wagon in a Vogue spread. 
Single page Falcon ads appeared in 8 
other major publications last month. 
Preview ads on Falcon’s test driving pro- 
gram and a question and answer ad also 
appeared before the cars were introduced. 
Valiant made its advertising bow in Octo- 
ber both alone and on one page of a 12- 
page Chrysler Corp. institutional ad. 

The volume of advertising is impres- 
sive enough, but considering the newness 
of the cars, the breadth of their market 
and the size of Detroit's stake in their 
success, their introduction has been 
“mealy-mouthed” to quote an agency 
executive involved. The reasons are ap- 
parent. According to the manufacturers’ 
estimates some 700,000 of these three new 
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Corvair advertising broke in September 
with preview teasers in major market 
newspapers. The snappy “compact” logo 
reappeared in announcements tied in 
with presentations of the whole Chevvy 
line. Ads carry much explanatory copy 
and, for people who can’t or won’t read, 
a very good diagram. Agency is Camp- 
bell-Ewald, AD, Jim Hastings. 
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advertising runs a wide range 
straight introduction as the lowest 
smallest Ford, to a special sup- 
in the New York Times. Shown 


hare the basic 1-page introductory 


ich ran in October and November 


Time, New Yorker, Sunset and five 


major publications; the New York 

supplement (photo of Harry 
m by Cornell Capa) and one spread 
a 7-page fashion tie-in ad in Oct. 


logue. Fashion ad Art Director was 


: 


Buckley of J. Walter Thomp- 
photographer: Karen Radkai. Car 


tration and diagram in introductory 


by McNamara Bros., Detroit. 


ere 
Ts 
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compact cars will be sold in the next 
year as against more than 3,500,000 of 
their big-brother Fords, Chevvys and 
Plymouths. It is possible that most of the 
700,000 compact car sales will be made 
to young families purchasing their first 
car and to new 2-car and even 3-car fami- 
lies without affecting sales of the other 
cars, but no one knows for sure. Certainly 
Ford, Chevvy and Plymouth will make 
every effort to see that sales of their other 
cars are unaffected. 

And Chevvy, with the Corvair and 
Chevrolet lines both being handled by 
Campbell-Ewald, has the problem of sell- 
ing folks on how wonderful the rear- 
engine flat-floor is without undermining 
sales for the standard cars. And the 
dealer, with the cars side-by-side on the 
showroom floor, also finds his aggressive- 
ness compromised by the conflict of 
virtues. 

The manufacturers are keeping the 
compacts tightly reined to the other cars 
in their stables and presenting them 
merely as the smallest, most economical 
member of their line. Ford has dropped 
the lowest priced car in its ‘59 line to 
make room for the Falcon. Dealers, un- 
derstandably, are not too happy at any 
threat to their higher priced cars. The 
difference between the lowest priced Cor- 
vair and lowest Chevvy is about $240 but 
there will be fewer sales of automatic 
transmissions, power brakes and other 
expensive extras. Dealers will still have 
an opportunity to interest prospective 
buyers in “trading-up” to the larger 
models. Falcon, Corvair and Valiant 
share many of the same problems: com- 
pletely new production lines sharing 
almost no parts with their parent lines; 
competition at the showroom with the 
standard Big Three; and the need to 
create a healthy market for themselves 
without hurting other cars in their line. 
The cars, however, and their marketing 
approaches, are quite separate. 


Falcon 

The Falcon is the most conventional in 
design. It is engineered specifically to 
save weight, servicing costs and gasoline, 
yet functions as a 6-passenger family car. 
Its styling resembles other Fords and ap- 
peal is aimed to the growing number of 
2-car families. Management points out 
that in the next five years multiple-car 
families can be expected to grow from 
12 to 16 percent, representing 3,300,000 
additional cars on the road. Along with 
fairly conventional illustration of the 
“New Sized Ford” advertising copy has 
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stressed safety, heavy pre-testing and 
economies for greater gas and oil mileage, 
easy replacement of damaged fenders, 
simple servicing, etc.—features attractive 
to a housewife for a car of hér own or a 
husband for a commuting car. 


Corvair 


The Corvair is new not only in styling, 
simplification of parts and size, but rep- 
resents the greatest departure in engi- 
neering. As the only U.S. rear-engine car 
it appeals to those with more than a 
fleeting interest in the VW, Dauphine 
and other imports, but who have hesi- 
tated to invest in a really small car. A 
healthy 2-feet longer than its imported 
competitors, Corvair has a good story to 
tell in its 6-passenger seating. Copy ap- 
peal stresses newness—“Revolutionary” 
“More astonishing new ideas than Amer- 
ica has seen in 49 years” “The only Amer- 
ican car with horizontal engine . . . in- 
dependent suspension of all four wheels 
. air-cooled aluminum engine” are 
headlines from Corvair advertising. 

GM sees its major market among 
people anxious to try the new and dif- 
ferent, “we want to reach the people who 
bought electric blankets 10 or 15 years 
ago.” 

Valiant 

Chrysler introduces its Valiant as “the 
car you’d want at any price.” It is some- 
what heavier, 3 inches longer, and with 
more horsepower than Corvair or Falcon. 
It also has more luggage space and is 
comparable in economy. Chrysler de- 
signed the car as a “prime-market” car— 
a family’s first and perhaps only car. It 
will offer the first station wagon early 
next year and is the only one of the little 
three to carry optional power steering 
and brakes. Its copy approach—“A car 
doesn’t have to be big to be roomy nor 
too small for an American-sized family 
to deliver 30 miles or better on a gallon 
of gas.” 

Rambler 

The leader in the compact car field, 
Rambler has sold 300,000 cars this year; 
plans production of 400,000 or more next 
year as against 250,000 each scheduled 
for Falcon and Corvair and probably 
200,000 Valiants. 

Advertising is aimed directly at the 
newcomers. Headline in one full-page ad, 
“Originality cannot be Copied”, is fol- 
lowed by copy, “We will avoid the ex- 
treme, the radical . . . we will strive for 
lowest possible price and highest resale 
value, for exceptional gas mileage and 
good performance . . . we believe in what 








we have done . . . we have come so far 
because we have dared to be original. An 
original is never quite equalled by a copy 
and originality itself cannot be copied.” 
You can almost see American Motors 
President George Romney advancing out 
of his corner of the ring, dukes up. 


Lark 

The Lark has already sold in '59 almost 
3 times as many cars as the '58 Stude- 
baker. New Lark sales are expected to 
hit 200,000 in 1960. The advertising 
theme bolstered by a 50% budget in- 
crease for 1960 combines the image of 
the happy friendly car, “Love that Lark”, 
with emphasis on its full range of body 
styles and on its tested position “proven 
by 750 million miles of owner use.” It 
has a special story in the introduction of 
the first convertible among the compacts 
and the addition of a 4-door wagon to 
the line. Advertising illustrates its 6- 
model line and copy states “The World's 
first and only full line of new dimension 
cars.” 


Imports 

Now that the U.S. has planted both feet 
in the compact car market, sales of im- 
ported cars are expected to grow too. 
Importers believe Detroit advertising will 
sell their cars by introducing small cars 
to a wider market than ever. As Ameri- 
cans shop the field many will find advan- 
tages in the smaller, lighter, still more 
gas-saving imports and respond to the 
$200 or more saving in initial cost. 
They're doing their own promoting too. 
Volkswagen (Doyle Dane Bernbach) has 
launched its first major consumer cam- 
paign; Renault now at Kudner) is spend- 
ing $4,000,000 on TV and national mag- 
azines and other imports are advertising 
on the theme of time-tested know-how 
combined with the advantages of Euro- 
pean craftsmanship. 

Still unknown is the size of the threat 
to the European cars. Most automobile 
people think the major imports will con- 
tinue their share of the market, now 
grown to about 500,000 a year. 

Combined sales estimates for 1960 of 
the big 3, little 3, Rambler and Lark and 
imports adds up to about 514 million cars 
out of a total of 614 to 7 million esti- 
mated sales. The battle for a satisfactory 
share of these sales will intensify as car 
inventories grow. Magazines, TV and 
billboards will be a brand-name battle- 
ground comparable to that for cigarettes 
and soap. You're going to see an awful 
lot of car names this next year. 
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First of the Valiant ads appeared in 
Look on October. Other scheduled ads 
will carry the same approach—a car 
for the light-hearted, carefree, youthful 
buyer. Each ad’s theme will be individ- 










ual, with little or no visual cont 
and, according to a BBDO exe 
“nuts & bolts” copy. AD, Lou T: 
photographer, Henry Haberman; le 
ing /mechanicals, General Art As 
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RAMBLER. ‘The New Stunden Qesie Bsoeliateasr 


Typical of the Rambler advertising ap- 
pearing chiefly in newspapers is this 
heavy copy ad developing Rambler’s 
position as a pioneer in compact car 
development. Agency is Geyer, Morey, 
Madden & Ballard. 
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Two Lark double spreads appeared in 
a Look, Life and Sat. Evening Post in 
Feos tesa : October and November. Hans Sauer is 
AD, photography by Charles Kerlee with 
interior photo by Wendy Hilty. Pictures 
are realistic. D’Arcy is the agency. Of 
special interest is the handling of the 
type with the blue Lark symbol used for 
copy breaks and emphasis supplied by 
lead-ins in red. 
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NOTE TO ART DIRECTORS: TEAR OUT AND SHOW THIS ARTICLE 
TO YOUR CREATIVE HELPMEETS IN THE COPY DEPARTMENT 


exposing a 
lurking menace: 


“ThE 
VISUAL 
GUC 


by Alphonse Normandia, TV Art Director, 
Batten, Barton, Durstine & Osborn 
(who also drew the pictures) 


Everyone knows what clichés are. It’s 
phrases like “Right as rain,” and “Fit 
as a fiddle,” and “Depth of passion.” In 
comic strips we find clichés like, “Well, 
I'll be — — — —!”, and “POW!” and “You 
dirty * %$ #!” America’s own art form, 
the Motion Picture has given us such 
classics as “Darling, what's that you're 
knitting?”, and “Whatever became of 
little plain Sally, next door? Does she still 
have freckles and pigtails and braces on 
her teeth?” 

In advertising the cliché often sneaks 
into copy blocks in such forms as “Get 
some today!”, “Picked at just that fleet- 
ing moment of goodness,” and “Spar- 
kling effervescence.” 

But not everybody knows about the 
strange phenomenon peculiar to the art 
field ... THe Visuat CLICHE. 

What is a Visual Cliché? It’s something 
Art Directors use to fill up space in an 
ad (or time in a TV commercial) which, 
despite how well it’s techniqued, has 
been used many times before. It’s a 
drawing, a photograph, a flipcard, based 
on one or another of the trite ideas 
easily accessible to the slothful thinker. 

Think back over your years doing lay- 
outs, storyboards, illustrations, cartoons, 
type tissues, painting murals in chicken 
markets. Think how many times you have 
used the Exact SAME GIMMICK over and 
over again. 

A good (or bad, depending whose side 
you are on,) example of a first-class Visual 
Cliché is the winking head. 

We (this is the editorial “we”) cannot 
claim innocence. I cannot cast the first 
stone with a clear conscience and un- 
bloodied hands. I have drawn kids wink- 
ing at soda bottles; husbands winking 
at the foam on a glass of beer; wives wink- 
ing at their husbands winking at their 
beer; Grandmother winking; cows wink- 
ing, etc. etc. etc. 

The fact remains that real human 
being-type people (not people in ads or 
commercials,) very rarely wink. But for 
some reason, we advertising creative 
genii think that the real humar being- 
types expect to see the people in the ads 
winking. 

We use winking heads, or their equiv- 

(continued on page 105) 
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In area where there is more than enough 
room for humor, subtlety, and Freudian 
adventure, few ads have succeeded as 
well as Maidenform. Most ads approach 
the subject with elaborate promises full 
of suggestion, but Maidenform ads have 
succeeded in adding more breadth to 
the problem. 

The possibilities of completing the J 





Abracadabra in bra ads 


dreamed line are endless . . . I dreamed 
I was on a quiz show, was at the Battle 
of Gettysburg, was co-commander of a 
space ship . . . in my Maidenform bra. 

The general character of the ad is 
typical of today. The settings are usu- 
ally quite self-conscious, but this does 
not seem due to the situation being out 
of place in time. The deliberate empha- 
sis on formal posing is typical of many 
ads reflecting a contemporary mood 
which laughs at formalism and pose by 
humoroysly emphasizing it. This should 
not be confused with the bearded beat- 
ads which glare at convention with hos- 
tility. In this respect, Maidenform ads 
seem to strike the right degree of so- 
phistication. 

Maidenform ads correctly exploit the 
exhibitionistic wish aroused by a well 
contoured bra. There. is always the de- 
sire to reveal one’s assets in a socially 
acceptable way. What better way than 
to place a woman in a bra properly clad 
in all other respects and couch the whole 
thing in a dream. A dream is itself fre- 
quently a way of expressing a wish that 
is, socially unacceptable. The Maiden- 
form dream theme, therefore, may be 
right in psychological tune with a not 
altogether unconscious wish. 

There is also a striking play on fan- 
tasy and adventure which is always wel- 
come during disturbed times. It goes 
along with space travel, high seas adven- 


ture, and westerns. The Maidenform 
theme allows for endless imaginative 
settings, and the ingredients of exhibi- 
tion and adventure are good for many 
more ads. 

Another feature is genuine bizarreness. 
There is a dream-like quality both mys- 
tic and appealing, reflecting a prevalent 
mood of unreality. After all, the fantas- 
tic developments in science today seem 
no more believable than the impression- 
istic scene of a woman preparing to 
enter a bath tub in the middle of a 
forest, or the Maidenform bra girl as a 
medieval lass. 

Probably the one distinctive quality 
that makes its most effective impression 
is its humor. Generally for a delicate 
subject, high sophistication in humor is 
required. Probably for this reason, 
Maidenform ads tend to be highbrow 
and subtle. That is perhaps why its 
humor is generally not as contagious as, 
say, the Viceroy thinking man ads which 
appeal to all brows. 

Maidenform ads also avoid the mo- 
notony generally produced by ads of 
competitive products frequently set in 
relatively uninteresting surroundings, or 
ads emphasizing the durability of the 
product, which, we are told, holds its 
form even after 65 washings. 

Compared to the paucity of ideas seen 
in most bra ads, the Maidenform theme 
is imaginative and original. e 
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Brand name visualized An Alpine 
for cigaret pack mountain 
peak ren- 


dered semi-realistically is the package 
theme for Philip Morris’ new filter men- 
tholated cigaret. By Walter Landor & 
Associates, S.F., the design repeats the 
peak on all sides of carton and cigaret 
pack. Background is a turquoise sky. 
Flowerlike motif runs through logotype. 
Landor organization developed packag- 
ing from design submitted by Philip 
Morris. 


Morrison Fetzer joins 
Stevenson Graphics 


After resigning as associate director of 
Cornelius Sampson & Associates, Morri- 








CAMERA HAWAII 
At your service in the 50TH STATE! 
Editorial and Advertising photography 
A versatile staff directed by 
WERNER STOY 


206 Koula St., Honolulu, Hawaii 
Cable CAMHAWAI! 
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uine JEWELTONE, fully * COLOR balanced 
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PRODUCT ILLUSTRATION 





BACKED BY A COMPLETE ART SERVICE 
layout to complete job. Quick service 
Fast Airmail service on out-of-town orders 
WM. MILLER ADVERTISING PRODUCTION 
672 S. Lafayette Park Pi. Los Angeles 57, DU 54051 








son Fetzer has joined Stevenson Graph- 
ics, S.F., as graphic designer and con- 
sultant AD. He will be represented by 
Charles Stevenson and Charlotte Work- 
man. Stevenson Graphics has moved to 
40 Gold St., Jackson Square, and has 
added Ken Duffin, free lance illustrator. 
Studio now also reps Bob Collin, James 
Heig, Robert A. Tamura, John Wanek, 
Owen Welsh. 


San Diego ADs 
establish scholarship fund 


Art Directors Club of San Diego held 
a costume ball to raise money for a 
scholarship fund to provide tuition for 
commercial art students. Theme of the 
ball was advertising, and awards were 
given for best costumes depicting ads in 
newspapers, magazines, billboards, tv. 





Leonard B. Parker The vp and 
leaves Barnes Chase senior AD of 
San Diego 


agency Barnes Chase Co., Leonard B. 
Parker has resigned from the company 
and from the advertising business after 
11 years as AD on the agency’s major 
accounts. Before joining Barnes Chase 
he had been with Reuben H. Donnelly 
Co., Philadelphia, the Philadelphia In- 
quirer, and with Associated Advertising 
Artists of San Diego. 
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what’s new 


(continued from page 38) 


VERSATILE LEAD POINTER: Short, medium or 
long tapered points are produced by ad- 
justing length of lead in new pointer 
manufactured by C. Howard Hunt Pen 
Co., Camden, N. J. Top of pointer in- 
cludes lines for measuring length of lead. 


ALL-PURPOSE MARKING PENCIL: Mars-Omni- 
chrom marks both fine and heavy can be 
used for nearly all surfaces including 
small areas where thick grease pencils 
won't work. Ordinary pencil sharpener 
renews point. Available in seven colors. 
Free sample from J. S. Staedtler, Inc., 
177 DiCarolis Ct., Hackensack, N. J. 


8MM POCKET VIEWER: Previewer-8 is plas- 
tic, lightweight, combines functions of 
projector and screen and accommodates 
414 min. of 8 mm color or b/w motion 
picture film. Framing is automatic and 
viewing lens is prefocused. Information 
from Viewer Products Div., Hudson 
Photographic Industries, Inc., Croton-on- 
Hudson, N. Y. 


STOCK SHOTS SAMPLES: 109 illustrations of 
babies, scenics, cheesecake and other sub- 
jects, all samples of the 10,000 stock shots 
available at Picture File, 8226 Santa 
Monica Blvd., Hollywood 46, Calif. Ask 
for Vol. 4. 


SALES PROMOTION CATALOG: Analyzed and 
selected material—letter gadgets and 
hundreds of items—are shown in Hewig 
Company's Catalog of Sales Promotion 
Tools. 52 pp. Free to advertising and 
sales promotion executives. Use letter- 
head, address Hewig Co., 45 W. 45 St., 
New York 36. 


MOSAIC DESIGNS: Three classic designs, 
and three original moderns by John 
Pucci, Carl Malouf and William Harris 
are available in Transomosaic process. 
Process embosses designs 3D on clear 
plastic sheets. When handpainted on re- 
verse side of the plastic, then turned 
over, mosaic picture effect results. From 
Transogram Co., 200 Fifth Ave., New 
York 10. 


ANIMATOR’S SKETCHPAD: Forms are printed 
in light blue and ruled vertically, hori- 
zontally and diagonally. Each line is 
match-numbered in margins, and sheets 
are keyed for punching. Drawing area is 
12x81%”, sheet size, 11x14”. Paper takes 
charcoal, carbon pencil and pastel as 
well as India ink. From Cormack-Imse 
Advertising, Inc., 2040 W. Wisconsin 
Ave., Milwaukee 3, Wis. 














1959 Print Fair 
opens in Philadelphia 


Original prints—woodcuts, lithographs, 
linoleum prints, etchings, engravings, 
serigraphs, etc.—in limited editions of 
50 or less will be shown in the second 
annual nationwide competition con- 
ducted by Original Graphics, formerly 
Creative Graphics, New York. Exhibi- 
tion will be at the Free Library of 
Philadelphia, Jan. 18 through Feb. 26. 

Jury of selection meets in New York 
early in December. Most of their choices 
will be reproduced in a catalog listing 
all entrants. Jury of Awards will meet in 
Philadelphia in January and choose the 
cash prize winners, special awards and 
the George Burr Memorial Medal for 
the best print. 

Jurors are: Dr. Edgar Breitenbach, 
chief, Prints and Photographs Div., Li- 
brary of Congress; Dorothy Grafly, edi- 
tor/publisher, Art in Focus; Karl Kup, 








Philadelphia Art Supply Co. 


Philadelphia's most complete stock of 
ert and drawing materials. 
* Bourges sheets * Croftint 
* Kemort materials * Zipatone 
* all graphic art supplies 
Send for our 200-page catalog 
on your letterhead 
25 S. Eighth St. * Philadelphia 6, Penna. 
MArket 7-6655 * Prompt delivery service 
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GEORGE L. CONNELLY 
1422 Chestnut Street 
Philadelphia, Pa. 


LOcust 8-5096 
REALISTIC ILLUSTRATIONS 
Institutional Fiction 
INSTITUTIONAL FICTION 
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head, print dept., New York Public 
Library; Dorothy Hale Litchfield, head, 
print and picture dept., Free Library of 
Philadelphia; Carl Zigrosser, curator of 
prints, Philadelphia Museum. 





Berman/ Steinhardt 
adds Thomas Hacker Peter Dant and 

Hoban-Gallob, 
photographer Thomas Hacker has 
joined Berman/Steinhardt art, design 
and photographic studios. He is a grad- 
uate of the Art Center School in Los 


Formerly with 


Angeles. 


Qe 


Standard Products Co. For line of bat- 
gets new trademark _ tery electrolyte, 

Robert Isaac- 
son Associates, Philadelphia, designed 
b/w trademark to be used with or with- 
out division Chem-Tex name. 









Courbet exhibition 
opens at Museum Dec. 17 


Some 80 paintings by Gustave Courbet 
will be at the Philadelphia Museum of 
Art Dec. 17-Feb. 14, then travel to 
Boston Museum of Fine Arts for six 
weeks. The show was organized by the 
two museums, with selections by Henry 
Clifford, curator of painting at Phila- 
delphia. 


Philadelphia clips 


Local artists who recently exhibited at 
Lambertville House, N. J. included An- 
tonio Martino, N. A., A. W. S., and 
Helen Siegl, formerly of Vienna. Mar- 
tino and his six artist brothers are part- 
ners in Martino Studios. Mrs. Sieg] in- 
vented and developed the plaster block 
print technique . . . The Art Alliance 
redecoration, based on Raoul Dufy’s 
mural, La Fee Electricite, was carried 
out under direction of Theo B. White, 
chairman of the architecture committee, 


George Mason, designer and head of © 
interior design dept., Philadelphia Mu- > 
seum College of Art, and Richard Erlich- 7 
of Hatfield, Martin & White, 7 


man, 
architects. ... 


Art Alliance Medal of Achievement 


will be awarded at 45th annual dinner 
meeting March 17. . . Alliance’s month- 
ly house openings, which honor all 
artists exhibiting during the specific 
months, will be held from 8-10 p.m. 
Fridays Dec. 11, Jan. 8, Feb. 5, April 1 
and May 20. There will be a reception 
March 7 for the Ceramic International 
Exhibition. . . . Philadelphian Joseph L. 
Appalucci, who studied ad art at Bok 
Technical School, and at Museum 
School of Art, has been appointed pro- 
duction manager of Ritter-Lieberman, 
Allentown. He had been with Renner 
Advertising, Philadelphia, AD for Levitz 
Frozen Food, Lebanon, and secretary- 
treasurer Mackes & Taylor, Allentown. 
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MERRY CHRISTMAS is said in so many wonderful ways. George Faraghan would like to say it 


with this warm and appealing photograph taken for AD Al Regan of The Farm Journal Magazine. 


1934 ARCH STREET, PHILADELPHIA 3, PA. LOCUST 4-5711-12 


REPRESENTED BY JUDY WAGNER « JOHN ROBINSON « WILLIAM D. LANSER 


FARAGHAN Bgeeteeuelesstasase 











A photoengraver’s campaign Ch i- 
pays tribute to magazines cago 
artists 
and photographers are given wide lati- 
tude in interpreting subjects for Collins, 
Miller & Hutchings campaign ADed by 
Everett McNear.. His photographs of 
newsstands and mailmen are in this in- 
troductory ad for the two year series of 
page ads in advertising trade press. Mc- 
Near is also using his photographs as a 
graphic symbol in the campaign. 

Only direction to illustrators: retain 
the fresh and direct quality of a sketch 
from nature. Type was chosen for light 
tone/color against illustrations. Type is 
Grotesque, News Gothic, and Venus 
Extra Bold Italic. Copywriter, Alex- 
ander Ebin. 

Participating artists and photogra- 
phers include Earl Gross, Stevens-Gross 
Studio; Fred Steffen, president of Artists 
Guild of Chicago; Franklin McMahon, 
artist/correspondent for Life; Wesley 
Bowman of Wesley Bowman Studios; 
Stan Ekman, Haddon Sundblom, Joseph 
Pearson, fashion/newspaper illustrator 
Dorothy Myrlrea. 

Plans are to add representative illus- 
trators from the east and west coasts. 
Campaign proofs will be mailed to agen- 
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steel drawing beard edges 


for data check with your dealer or write 
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cies, advertisers and magazine publishers 
at six month intervals. Also aimed at 
art buyers, the proofs will include de- 
tails on the artists and photographers. 





Design studio produces The largest 


catalog in 
the history 
of Gold Bond Stamp Co., one of the two 
largest independent trading stamp firms, 
was designed by Whitaker Guernsey, 
marking the first time such a job has 
been produced by a design studio. Bud 
Islinger and Henry Robertz of Whitaker 
Guernsey designed the book, and sec- 
tions were assigned to artists known for 
magazine and national ad illustrations. 

Phoebe Moore did houseware and 
gift sections, Bob Keys did lamps and 
small accessories, and the camera and 
jewelry sections, Dale Maxey did the 
soft line, bath accessory and juvenile 
sections. Maxey also did paper sculpture 
art in sports section—reportedly the first 
use of this media in trading stamp cata- 
log. Cover is smudgefree plastic. 


trading stamp catalog 





Reuse pack for cookies Salerno- 
—7 color pincushion tin Megowan 
Biscuit Co. | 


of Chicago chose a Christmas pincushion 
sewing chest to package cookies for the 


holiday season and to dramatize their 
50th anniversary. The 8 inch steel con- 
tainer is lithographed in 7 colors out- 
side, white inside. 

Created by Joseph Kardonne, Newark, 
N. J., for Promotional Containers Co., 
with art by Lilli Volpe, Bellmore, N. Y., 
the container may carry ad message and 
identification on removable wrapper, a 
cardboad sleeve, or tag glued to bottom. 
The idea has also been sold to DeMets 
Candy Co., Chicago, and other candy 
manufacturers, bakers, food specialty 
and cosmetic firms around the country. 





Walter 
C. Borne- 
meier, left, 
chairman of the 1959 Christmas Seal 
Sale in Chicago and Cook County, con- 
gratulates Artists Guild president Fred 
Steffen on his award winning design. 
The contest was a preliminary to the 
national contest which selects the 1961 
national Christmas seal. Steffen also won 
second prize. Third prize went to a de- 
sign by Dave Chapman and Hal Hester. 
Six artists won honorable mention: Rob- 
ert Amft, Roger Trilak, Lilli Tschumi, 
Lute Wassman, Melvin Garbark, and 
Helen Browne. 

Judges were Walter Howe, AD R. R. 
Donnelly & Co.; Fran Foley, AD Mar- 
shall Field & Co.; and free lance artist 
De Forrest Sackett. 


Fred Steffen wins Cook Dr. 


County TB seal contest 


Chicago clips 


Dick Klevickis, formerly with Kling 
Studios as AE, is now vp of J. M. Callan 
Co. Klevickis had been creative director 
of agencies in Detroit and Indianapolis, 
and writer/producer of Voice of Amer- 
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ica radio programs in New York. Joe 
Callan, president of J. M. Callan, is a 
former Kling man too, having been vp 
of the merchandising div. for 12 years 
before leaving Kling last year... . 

A group of 19 Europeans and Ameri- 
cans have formed G. W. Van Leer Asso- 
ciates in Chicago, Amsterdam and Lon- 
don. All are alumni of the Institute of 
Design and the University of Chicago. 

Talent portfolio from O’Grady-Payne 
includes complete sampling of creative 
work, lists staff for illustration, design, 
lettering, retouching, etc. From them at 
360 N. Michigan. . . Fred A. Niles Pro- 
ductions has published a Chicago direc- 
tory of services. A limited ‘number of 
copies available to SPMs, etc. Write 
FAN at 1058 W. Washington St. . . . Art- 
ists Guild’s 20th Exhibition of Fine Art 
continues until midDecember. Serving 
with FC&B AD John Breunig on the 
committee are Seymour Levine, Robert 
Amft, Joe La Violette, James Rodgers.... 

Leonard Black heads fall and winter 
figure sketching sessions. Reserve through 
Guild headquarters or with Black. Mon- 
day nights at Chicago Academy of Art. 

. Reprints of the Code of Fair Prac- 
tice, sponsored by Artists Guild, ADC of 
Chicago, Association of Art Studios in 
Chicago, Chicago Photographic Guild, 
available from AGC News Bulletin, 162 
E. Ohio St. . . . Three new AGC mem- 
bers are David Blumenthal, Patrick H. 
Doyle, Ellsworth Randall. . .°. 


booknotes 


From Universe Books: Each of the fol- 
lowing is $1.95. These are the first 10 
titles in a new series on important 
modern sculptors. Each is illustrated 
with 32 reproductions of artist’s sculp- 
tures and drawings and each is written 
by an art authority. Charles Despiau, 
Waldemar George. Julio Gonzalez, Leon 
Degand. Barbara Hepworth, A. M. Ham- 
macher. Henri Laurens, Cecile Gold- 
scheider. Wilhelm Lehmbruck, Werner Hof- 
mann. Jacques Lipschitz, Robert Gold- 
water. Marino Marini, Em. Langui. Arture 
Martini, G. C. Argan. Henry Moore, J. P. 
Hodin. Ossip Zadkine, A. M. Hammacher. 
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Me-r-r-r-y 
Christmas 


SERVICE 


TYPOGRAPHERS, INC. 
“where typesetting /s still an art” 


HArrison 7-8660 
723 S. WELLS ST. CHICAGO 7, ILL. 
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L_. Bernard- - 


GLOCHOWSKY 


at GLO-ART PRODUCTIONS 
154 E. ERIE ST. * CHICAGO 11, ILL. 


WHitehall 4-5781 


December 1959 











WATER COLORS STAY MOIST 


READY 
INDEFINITELY 







INCOMPARABLE TEXTURE 
MONTH AFTER MONTH 


The Artesian Palette “moisture 
controls” all water soluble colors. 
Ceramic paint well unit absorbs 
water from reservoir and by ca 
lary action replaces moisture lost by 
the paint due to evaporation. Your 
colors are always in prime condition 
—always uniform quality. 
USED AND RECOMMENDED 
BY AMERICA’S 
MOST FAMOUS ARTISTS 


FROM $6.75 UP 


Available in various sizes and com- 
binations to suit every need. 


894 Circle, 
on Re on Glengarry 


Please send me complete information on 
the Artesian Palette. 
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North & South & East & West! 
Our photoengravings are used by leading agencies all over the U.S. A. 


Collins, Miller & Hutchings inc 


333 WEST LAKE STREET - CHICAGO 6 


America’s finest photoengraving plant for /etterpress and gravure 


* 








Hiogiva-Hegnor 


advertising art studio 

















































Military Hats, Uniforms & Equipment 
All Periods — Military and Western 
“America’s Finest Antique Arms Service” 
FREE TECHNICAL ADVICE! Write or Call 
WORM FLAYDERMAN + ANTIQUE FIREARMS 
GREENWICH, CONN. + TOwnsend 9-4242 














trade talk 


ART DIRECTORS 


BUFFALO: Peter 
Vam Scozza, for- 
merly vp in charge of art, Rumrill, now vp/ 
AD at Lloyd Mansfield Co. . . . CHICAGO: 
Leo Burnett Co. named Neil R. McBain and 
Eugene L. Kolkey vps. McBain, formerly 
with Y&R, has been with Burnett since 1952. 
Kolkey came from Y&R and Earle Ludgin. 
He joined Burnett in 1953 . . . Now vp in 
charge of radio/tv graphics at Ladd, South- 
ward & Bentley, Lee R. Teeman had been 
AD at John W. Shaw Advertising . . . CLEVE- 
LAND: Lawrence L. Gray appointed exec 
AD at McCann-Erickson succeeding Clark 
L. Robinson now with Cunningham & Walsh. 
Gray has been with McC-E about 5 years, 
an exec AD at Lang, Fisher & Stashower, 
and before that, a staff artist at Pitt Studio 

. DETROIT: Clark & Bobertz named Ed- 
ward J. Woods art/production supervisor. 
He succeeds vp William F. Dalquist who 
retired. Woods, an agency art/production 
supervisor since 1938, formerly was art 
coordinator for Ross Roy. Dalquist, 42 years 
in advertising and graphic arts, had headed 
the Clark & Bobertz department since 
agency's start over 15 years ago. . . IN- 
DIANAPOLIS: Ad club of Indiana heard 
Inge Bondi. editor of special projects for 
Magnum Photos, NYC. Born in Berlin and 
educated in Paris and London, Mrs. Bondi 
worked for illustrated magazines in Israel 
before coming to New York in 1950 to join 
Magnum. . . LOUISVILLE: Jack V. Schuller, 
formerly AD in Campbell-Ewald’s Chicago 
office, has joined Fessel, Siegfriedt, Dooley 
& Moeller .. . NEW YORK: Richard S. Loew 
and Michael Wollman have joined Grey 
Advertising as aft group supervisors. Loew, 
formerly with Ben Sackheim agency and 
Time Inc., most recently was with Vogue. 
Wollman has been an art group supervisor 
with Lennen & Newell and Mogul, Williams 
& Saylor . . . Y&R named Maison C. Clarke 
and Raymond H. Todd art supervisors. 
Clarke, with the agency since 1950, was 
made an AD in 1955. Todd, who also came 
in 1950, made AD in 1954. Three new ADs 
were created too—Sylvia Brofos, who came 
in 1955, and John Geyer and John O'Neill 
who were added in 1956 . . . David Bixby 
to Ogilvy, Benson & Mather. He had been 
with Lennen & Newell . . . Fred Wittner Co. 
appointed Ernest L. Waivada vp in charge 
of art dept. He was senior AD, joined the 
agency 1952, coming from Look. He's a 
grad of Art Center School . . . Jack Wolff 
left Henry Bach Associates for Mogul, Wil- 
liams & Saylor . . . Lampert Agency ap- 
pointed Wally Littman supervising AD. He 
had been with WCBS-TV, a designer with 
WNTA-TV, with Will Burtin, and associate 
editor of Hillman Publications . . . Vic Ara- 
gon, now AD at New York Post, was asst. 



















































Announcing Winners of the Crane- 
Gallo ‘“‘Labor Day’ Sweepstakes 


1ST PRIZE — DRAWING TABLE 
C. W. Scholefield 
17061 E. 17 Street 
Santa Ana, California. 


2ND PRIZE — TABOURET 
Annette Forsythe 
524 Madison Avenue 
Lancaster, Ohio. 


3RD PRIZE — “MAGIC-ARM” LAMP 
Edward F. Milikowski 


89 Prospect St. 
Thompsonville, Conn. 


4TH, STH, 6TH PRIZES — PASTEL 
Richard J. Boyer 
36 School St. 
Malverne, N. Y. 
Anatole Ritikow 
20-36 — 24th St. 
Long Island City, N. Y. 
Herbert H. Bergman 
41912 N. Palm Dr. 
Beverly Hills, California. 


PENCIL SET 


Congratulations to the winners! 


We wish to extend our best wishes for a 
Happy Holiday Season to all our friends, and 
we at Crane-Gallo look forward to serving you 
still better in 1960. 






artist supplies 
110 West 31st Street — New York 1, N. Y. LA 4-9476 





Winsor & Newton’s Series 7 “Albata”’, 


= — 


the world’s finest water color brushes, 


are the choice of exacting artists 


~ aoe 


because they are painstakingly made 


<<— REZ 


from finest pure red sable hair. 


Available in sizes 000 through 14. 















the world-wide 
standard 

of IMPORTED quality 
that all can 

afford 









902 





BROADWAY, 









S. Vv. ©, &.. F¥ 











its: THE HUGHES OWENS CO., LTD. Head office, MONTREAL 
ributors: THE SCHWABACHER-FREY CO., SAN FRANCISCO 


Canadian A 
Californian 
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THE MOST VERSATILE ARTIST MEDIA OF THE CENTURY 
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For unsurpassed brilliance, permanence, the 
most versatile performance ever, ask for Shiva 
Casein Colors in tubes. These are the original 


Czsein Colors formulated and perfected by 







Ramon Shiva. They are compounded under 
rigid standards, and are permanent to light 
gases, alkalies and acids. They are water solu- 
ble, but Use 
gouache, tempera, transparent water color, 


become insoluble with time as 







fresco secco. Apply on canvas, board, wood, 


gesso, paper, cement, plaster, wet or dry lime 





Introductory set of 12 4% x4 tubes 





walls, glass 










available at your dealer's now— $3.95 





Ra. 
we COLOR CARDS 
/ (woilalé 


Ask your dealer for this handsome 








brochure (12 x 27) which includes 
34 Casein Colors 

2 blacks, non-yellow 
and Technical Data on 


various painting techniques 
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plus 5 grays 
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Art Directors 
Studio Owners 
Ad Managers 


the real point is 


The Artists Guild of Chicago 





Employment Service is your 





most reliable service for ob- 





taining capable art talent 








selected for your specific 





job needs. To save yourself 





time and trouble, contact our 








specialized art employment 





service (SU 7/3017) the next 





time you have need of an 





advertising Artist. licensed by the State of Illinois 





trade taik 


AM/AD of Wings Shirt Co. . . . George 
Samerjan designed Overview. latest maga- 
zine for education executives. Published by 
Buttenheim, the 160 page pilot issue features 
much editorial art and photography by name 
illustrators, variety of types for text accents 
Joseph Columbo now with Gaynor & Ducas 
. . . Saverio J. Carino now assoc AD with 
David J. Wenger. He was with Y&R... 
Jacques P. Motyl, formerly AD at Tveter, and 
John Mathews, formerly supervisor of illustra- 
tors at Boyan & Weatherly, now with the 
creative contact staff of McCarty Co.... 
. . . American Heritage to publish series of 
history books for children. Named the A. H. 
Junior Library, the books will be ADed by 
Irwin Glusker, will have familiar A. H. 
format—lots of period reproductions. Each of 
six books a year will be 7x10", have 150 
pix, half of them in color. Edited by Ferdi- 
nand N. Monjo . . . Film Media, the United 
Business Publications quarterly for the in- 
dustrial motion picture field, expands to 
cover other visual presentations, notably 
Natl. Visual Presentation Assn. AD/designer, 
Stan Friedman. Editor Ralph Selitzer .. . 
Gerry Repp. formerly AD with Hearst Pub- 
lications, now art and production director 
for Young Americans magazine ... NBC 
using expensive limited edition direct mail 
promotion series for televised sports pro- 
grams. Signed original woodcut prints by 
Leonard Baskin. Misch Kohn, Jacob Landau 
and Antonio Frasconi are mailed, with brief 
message-separate from art. Mailed first was 
Baskin's “Football,” hand printed by artist 
on Sekishu, handmade Japanese rice paper, 
and bound in textured folder 24” long x 18” 
wide. Andrew Ross is AD for NBC's tv sales 
planning . . . Alexey Brodovitch directing 
AIGA Design Lab, courses are Design and 
Typography, and Photo Journalism ... At 
NYU evening school, Art Direction editor 
Edward Gottschall teaching advertising pro- 
duction, Roy Tillotson, advertising/editorial 
layout; William R. Duffy, tv design; Arnold 
Shaw. typography; Stan Fraydas, cartoons; 
Raphael T. Ellender. sketching . . . Grey's 
Onofrio Paccione back from Mexico. For 
McGee Carpets—new rug colors show Mexi- 
can influence so new campaign theme is 
pegged on Hal Krieger's shots in Aztec ruins 
. .. RICHMOND: Harry M. Jacobs, formerly AD 
of Bradham & Co., Greensboro, N. C.; now 
assoc AD, Cargill, Wilson & Acree... 
ST. LOUIS: Katzif-George-Wemhoener agency 
formed by Arthur Katzif, Henry George, Ralph 
Wembhoener, Syd Blumenthal and Louis Myers 
AD ...SAN FRANCISCO: New vp at Bots- 
ford, Constantine & Gardner is AD Jerry 
ee > Ke 


ART & DESIGN BALTIMORE: Bob 


Means free lancing 








H. t. Herbert Go. 
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NOW! 


..a ROUGH 


ILLUSTRATION BOARD 


P BAINBRIDGE 


designed and made especially for watercolor, 
pastel and charcoal. 
Bainbridge #169 is the Rough Illustration Board 
with a perfect ‘‘tooth”’ for taking practically 
every art medium. Try it soon! 
ILLUSTRATION BOARDS * DRAWING BOARDS + MOUNTING 
BOARDS * SHOW CARD BOARD + MAT BOARDS 
At all art supply stores 
CHARLES T. BAINBRIDGE’S SONS, 12 Cumberiand St., Brooklyn 5, N.Y. 





trade talk 





Phone Murray Hill 7-1396 


JACK WARD 
COLOR SERVICE 


PROFESSIONAL 


COLOR SERVICE FOR 
PROFESSIONALS 











Ektachrome... Anscochrome ...Kodacolor ... Ektacolor 
Dye Transfer ... Printons ... Type “C” Prints . . . Slides 
Duplicate Transparencies ... Art Copies ... Assemblies 


202 East 44th Street, New York 17, New York 


+ & Associates . . 














RELAX! 
USE PANICOLOR 


4 hour full-color prints 
from art or transparency 
to fit any exact size 


COLORSTAT CORP. - MU 8-4260 


525 LEXINGTON AVENUE, NEW YORK 17, N.Y. 


Gross illustrators .. . 








ih irvine berlin 


ART 4, RAWIN 














Sé B.ARONSTEIN & CO. 








from 713 Cator Ave. . .. Bill Finkelstein 
moved his studio to 2120 Maryland Ave.... 
Clyde Rohr, now with Mossman-Munschauer, 
had been with Roman Advertising before his 
recent Army duty . .. Maran Typographers’ 
new building has permanent gallery of 
current exhibition printing and art. Lectures 
and classes in graphic arts are planned... 
CANTON: Advertising Artists Society of Can- 
ton meets Wednesday noons at 1234 Cleve- 
land Ave. N. W. . . . Still available: First 
Annual Awards edition of Artbeat, the AASC 
publication. 50¢ plus 10¢ for postage. Send 
to Harold Boyles, c/o H. M. Klingensmith 
Co., Inc., 2601 Cleveland Ave. N. W.... 
CHICAGO: Bob Cashatt now designing pack- 
aging and collateral from studio in Niles. 
He had been AD with Chicago Specialty 
Mfg. Co. . . . Bob Schmidt with Bundy-Frei- 
day as sales rep. Had been with Bill Fernim 
. Bill Dempster from Hank 
Garcia to Higgins & Hegner as layout artist 
. . . John Dluski, free lancing in St. Joseph, 
Mich. as photo retoucher and scratchboard 
artist, had been with Stowell Studio . . 

Al Rimkus, photo retoucher, now sharing 
space at Ross Wetzel studio . . . Stowell, by 
the way, has added 2000 sq. ft. to quarters, 
and increased staff: Vincent Zenone. formerly 
of NYC and Philadelphia, as creative head; 
illustrators Vinton Boecher and Bob Korta: 
Roger Trlak. design; Jim Black. layout; pho- 
tographer Wally Czarnota: salesmen Bill 
Martin, Joe Glassman and Pete Williams; 
and more .. . Charles Dinges left Bert Ray 
Studios for AD post with Y&R in Detroit... 
Wesley Bowman Studio furnished new con- 
ference room with a display of transparen- 
cies, neg-positive color process, color 
printmaking . . . A slide film on corporate 
communications and trademarks is available 
from Designcomm. Ask for Design for Cor- 
porate Communications . . . Clayton Schulz. 
Art Center School grad, has joined Stevens- 
Additions at Swan 
Studios include Bill Sabatine .. . Irving- 
Cioud Publishing debuting a new trade mag- 
azine, Housewares Buyer. in January. Edited 
by John Shrock. The book will be 11% x 
14%, and have 4 color offset covers on 
heavy stock. Samples of covers and format 
available. . . . Abbott Labs’ What's New won 
a 1959 Honor Award for Distinguished Serv- 
ice in Medical Journalism from American 
Medical Writers Assn. for, among other 
things, “excellence of design, printing and 
illustrations.” Charles Walz is AD, Herbert 
W. Luthin is editor, Dr. R. M. Watrous is 
medical editor. . . . CLEVELAND: Griswold- 
Eshleman’s new headquarters: 12th floor of 
55 Public Square. Planning and design of 
facilities were directed by V. C. Kenney. 
vp/director of creative services. Interior dec- 
orating by Phyllis Hillshafer of GF Studios. 
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i 80 PAGES 
@ OF THEM 


FREE 


Top quality, exclusive 
lettering styles that are expertly 
hand- assembled. (Not by machine.) 
Check our price list too— 
it will amaze you. 
207 East 37th St. 
New York 16, N.Y. 
Tel. MU 2-1190 





Attention A-D’s! 


it type 


Tens of thousands of artists, 
admen, printers, editors, stu- 
dents swear by the Haberule 
Visual Copy-Caster . . . world’s 
fastest, simplest, most accurate 
copy-fitting tool. Only $10 at 
art supply stores or direct. 
Money-back guarantee! 


HABERULE 


Box AD 245, Wilton, Conn. 
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trade talk 


Agency has 100 on staff . . . DETROIT: 
Stephens-Biondi-DeCicco opened 4th branch 
office/studio (others: Chicago, NYC, LA) 
at 625 Hunter Blvd., Birmingham, Mich... . 
MEMPHIS: Fellowship Show at Memphis 
Academy of Arts awarded Millicent Ford 
of BB&H first and third prizes in commercial 
art div. . . . Jason Williamson is new in- 
structor in ad design at the Academy ... 
NEW YORK: Associated American Artists 
awarded first prize, $2500, to Gabor Peterdi 
for his etching, Triumph of Weed. This is said 
to be the largest cash award ever for fine 
printmaking. Judges were A. Hyatt Mayor, 
curator, of prints, Metropolitan Museum of 
Art; Una Johnson, curator of prints, Brooklyn 
Museum; William Collins, curator of prints, 
Clark Art Institute, Williamstown, Mass. 
The AAA competition honored association's 
25th anniversary. Second prize, $1000, went 
to Gerson Leiber for his etching, Stockholders 
Meeting. Two third prizes, $750 each, were 
awarded Calvin Burnett of Cambridge, Mass. 
for his woodcut, Neighbor, and Arthur Danto 
for woodcut, Posture of Contemplation ... 
Mademoiselle’s sixth annual art contest for 
women under 26 closes March 1. Two top 
prizes of $500 each are awarded and winners 
will be commissioned to interpret winning 
stories in the magazine's college fiction con- 
test . . . Stephens-Biondi-DeCicco’s new quar- 
ters are at 45 W. 45 St. . . . Chartmakers 
named Howard Ross AE. He had been with 
Royer & Roger . . . Williams Advertising 
Agency now at 5 E. 40 St... . Neal Goldman 
Associates have moved to 230 Park Ave.... 
Korey-Hall now repping Sal Jon Bue... 
Statmaster’s 1960 model all-in-one camera 
has been redesigned for easier operation. 
Smaller and larger units have also been 
added to the line. “Statmaster” is a stat and 
copy camera, enlarger and lucy plus a com- 
pletely equipped darkroom . . . After faculty 
member Tom Allen show closed at School 
of Visual Arts, the Robert Frankenberg exhi- 
bition of drawings opened. It’s on until Dec. 
18 at SVA gallery, 245 E. 23 St., Mon.-Thurs. 
10 a.m.-9 p.m. and Fri. 10-3. Robert Andrew 
Parker illustrations go on Jan. 4-28 . . . Fash- 
ion Institute of Technology, part of NY state 
college system, now has a Course in typog- 
raphy and lettering. Lee Gross of M. Grum- 
bacher is teacher . . 
ceive a major one man show at the Modern 
in 1960 . . . Polly Gillen won the Bertha 
K. Barstow prize for watercolor, at 67th 
Annual of Natl. Assn. of Women Artists .. . 
Seamen's Church Institute awarded Tom 
Lyons first prize in annual painting contest 
. . . AFA to circulate exhibitions by 12 ar- 
tists under 40 .. . Esther Zweibach is presi- 
dent of Long Island Art League, Douglaston 
. . . Galleries open to new talent: Art Direc- 
tions, 545 6th Ave., NYC 11; Lovisco, 167 
E 37 St., NYC 16... Fellowships available 


type “*C”’ ektacolor print 
dye transfer 
black & white 


& flexichrome 


retouching 


involving the use of bleaches, 
dyes, electronics”, chemistry 
and abrasives for the sole purpose 
of insuring the most faithful 
reproduction of your photography 
is truly an art as produced by 
ARCHER AMES ASSOCIATES 
16 East 52 Street, New York 22, MU 8-3240 
*demonstration on request 


contact: ARCHER AMES/LEON APPEL 





ANYTHING 


The post office will deliver 
we will mail 
MAGAZINES, CATALOGUES 
BOOKS, BROCHURES 
DIRECT MAIL CAMPAIGNS 


MAILERS, INC. 
406 West 31st Street 
N.Y.C. + BRyant 9-2775 








Kodak TYPE C color 
printing at its best! 
® Backed by experience 
gained in 20 years of 
custom color printing 
FOR: * Levout 


¢ Reproduction 
° Quantities 


¢ ColorNegatives 
FROM: * Color Transparencies 
¢ Color Artwork 


“Ralph Manks Color cLabe. 
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TRANSFER TRACING 
e ERASES LIKE PENCIL 
Use Saral's F colors: 
GRAPHITE—for dark on light surfaces 
YELLOW—for light on dark surfaces 
BLUE—for mechanicals (non-photographic) 
RED—for glossy surfaces (acetate, photos, stats) 


$35° per BOXED ROLL + 12 Feet x 12'/ Inches 
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trade talk 


from American Academy in Rome (the Rome 
Prize Fellowships), and Opportunity Fellow- 
ships of John Hay Whitney Foundation, 630 
5th Ave., NYC 20. For details on the Rome 
prizes, write Mary T. Williams, Secretary, 
American Academy in Rome, 101 Park Ave., 
NYC 17 .. . Tony Del Gaudio is now pro- 
duction mgr. of Authenticolor. He had been 
production group head at Grey .. . Fairchild 
Publications now offers full color in all 
dailies and weeklies . . . New thing in out- 
door: posters with a simulated “inside” wood 
frame which extends copy area flush to 
outside moulding. This eliminates white 
border. Rheingold is using the technique 
developed by FC&B and US Printing & 
Lithograph Co. . . . Greenwich Village and 
Chelsea residents have set up a committee 
for a non-profit Neighborhood Cultural Cen- 
ter. Group plans galleries, studios, offices, 
lecture rooms and workshops. Details from 
H. Robert Mandel, temporary chairman, Pro- 
posed Village Cultural Center; 201 W: 16 
St., NYC 11. Artists in the group of sponsors 
include Elias Newman, Milton Avery. Harry 
Gottlieb, Minna Citron, Maxwell Gordon, 
Joseph Kahn, Lev Landau, Irving Marantz. 
I. Rice Pereira, Harry Sternberg. Anthony 
Toney. Max Arthur Cohn, Geri Pine. Hugh 
Robus, Nat Werner, Minna Garfield, Chaim 
Gross, Zoltan Hecht, Philip Reisman, Joseph 
Solman, Moses Soyer, Sol Wilson . . . NOTRE 
DAME, IND.: St. Mary's College «art dept. 
produced booklet, A Bestiary, An Exhibition 
of Birds and Beasts in Christian Iconography, 
to accompany traveling exhibition by Nor- 
man Laliberte .. . OAKLAND: Frank Hewitt. 
mor. Kaiser Graphic Arts, was named one 
of three top Printing House Craftsmen edi- 
tors, won a gold trophy for The Work-Up, 
monthly bulletin for East Bay Club of PHC. 
Also at KGA—Grover Hammett joined sales 
staff. He’s been with S. F. and Peninsula 
graphic arts firms for 10 years . . . PITTS- 
BURGH: Peter Mulier-Munk, partner in Peter 
Muller-Munk Associates, became chairman 
of the board of directors, International Coun- 
cil of Societies of Industrial Designers. Misha 
Black of London replaced him as president 
. . . Charles Le Clair, chairman of the Chat- 
ham College art dept., named Buhl Professor. 
He won first prize in Associated Artists of 
Pittsburgh three times, has exhibited at the 
Metropolitan Museum of Art and the Whitney, 
and has had one man shows at Carnegie 
Institute . . . TOLEDO: Allen Saunders, crea- 
tor of Mary Worth and Steve Roper comic 
strips, did a Steve Roper brochure for a 
community project sponsored by Chamber 
of Commerce. Walter Chapman did art work, 
Harold Tenney. copy . . . TORONTO: George 
Bist. E.S.4A. Robinson creative AD and a 
past chairman of the Package Design Coun- 
cil, has been appointed designer consultant 
for Bomac. He and George Foord will co- 


Art Direction / The Magazine of Creative Advertising / December 1959 























SET INCLUDES: 

8 Speedry “‘Dry-Brush" colors 

1 bottle Speedry Solvent * 3 
Aluminum Nib Holders * 15 
Speedry Felt Nibs in six shapes: 
Round, Fine Round, Square, 
Cube, Chisel, 4-Way; PLUS Wood 
Nib for finest line and detail 
work * Convenience Platform. 





©1959, SPI 












The new Speedry “‘Dry-Brush”’ Set No. 718A answers the artist's basic 95 
need of a wide-range palette of instant-dry, waterproof colors for 5 
use in “dry-brush” techniques, sketching, hatching, pointillism, color- 

COMPLETE 


control and exciting new effects. For a descriptive bulletin, write: 
SPEEDRY PRODUCTS, INC. Dept. 0-9 Richmond Hill 18, N.Y. 


All Speedry Products, including the world-famous original MAGIC MARKER, are protected under one or more of 
the following U.S. patents: 2416596, 2523879, 2547541, 2713176, 2805641. Other U.S. and World Patents pending. 
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Bridging the barrier that separates good from superior work 
requires technical skill mellowed by varied experience. WECO's 
talents have been built through twelve years of concentration 
on one product—quality. /f your work requires the master 
touch, call WECO, consui/tants and practitioners in the photog- 


rapher's art.. 


. at MU 5-1864 





14 East 39 St., New York 
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Eye opener! The quality of “cup 
BOOK” art is actually amazing... and 
the time and money it can save you! 
Used and ng Aa top advertisers 
for ads, ——. lications, direct 
mail, etc. tterpress or offset. Get our 
big “EYE OPENER” sample kit, worth 
about $15.00, for only... 
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trade talk 


direct the Design Div., outgrowth of Bomac’s 
Package Design Div. directed by Foord for 
three years . . . WASHINGTON: Nino C, 
Belfiore of Art Designers Inc. created theme 


.and designed other units of Business Equip- 


ment Exposition. Theme unit is made up of 
revolving globes. Directional units are formed 
into an abacus. 


PHOTOGRAPHY  Kodacolor 35mm 
negative color film 

and Agfacolor CN14 and CN17 are discussed 
in frank article by Modern Photography. No- 
vember . . . Richard Avedon’s in men's 
fashion now, breaking new ground with Hart 
Schaffner & Marx campaign through BBDO 
. San Francisco,-a Profiie with Pictures, 
by Barnaby Conrad, (published by Viking), 
has more than 200 photographs by famous 
names from Ansel Adams to Jerome Zerbe 
. Chicago Photographic Guild has special 
issue out on labor law information. Ask for 
October issue of Spot . . . Robert Gordon 
now repping Elbert Budin .. . Sales rep 
Marvin Saunders joined Robert Gordon . . . 
Ray Cicero repped by Charles Carbone... 
PPA of N. J. awarded Harry Isaccson’s gam- 
bler shot for a Magla ad the first prize for 
commercial illustration. Ad series created by 
Irwin Hanopole, Magia AM .. . Peter Fink. 
AD for Lanvin Perfumes, held his first New 
York photo show—70 shots taken in France 
—at Altman's . . . Saul Leiter held one man 
show at Image gallery . . . David Gahr’s pix 
of Gypsy Family and Mother and Children 
were exhibited in Parents Magazine gallery ... 


NEW SPIRIT DUPLICATOR is the BDC Rex- 
Rotary R-11, styled by Burton Tysinger. 
Feed and receiving trays fold to self- 
contained, dustproof case, smaller than 
office typewriter. New patented wick 
prevents flooding, master clamp is com- 
pletely automatic, all operating controls 
are interlinked. Complete information 
from Bohn Duplicator Co., 444 Park 
Ave. South, New York 16. 


ROTATING SCHEDULER is the Rol-a-chart. 






generous samples from the “CLIP BOOK 


OF LINE ART” and “ART DIRECTORS Entries are made directly on transparent 


























Souings. Slane sateen Sappeneins retouching: durwood guy studios: pl 5-5136 plastic sleeve with a marking pencil— 
Lines klines. You'll have allowing erasures, skipping typing, tabs 
enough ready-to-use art for dozens of Brochure oj || or cards. Continuous sleeve moves across 
paste-ups. Satisfaction guaranteed. No “ 5 
SSaienh Gil Gael: Aitach 0 ehadh tae Creative Line || a fixed grid designed so that any time 
$1.95 to your letterhead and ask for and Wash |} interval from minutes to months can be 
SS ea sg wvin used. Details and full scale sample chart 
HARRY VOLK JR. ART STUDIO mt >| Lh egusten: 6 Conley, Baltzer & Steward 
on request ction from Conley, Baltzer & Steward, 
PLEASANTVILLE 4, NEW JERSEY Rol-a-chart Div., 494 Jefferson St., San 
E. 80th ST., N.Y.C. RE 7-5062 || Francisco 9. 
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booknotes 


THE HISTORY OF WESTERN ART. Erwin O. 
Christensen. New American Library. 75¢. 


A paperback thumbnail survey of art 
from primitive cave paintings to ab- 
stract expressionism. The author, cura- 
tor of Index of American Design at 
National Gallery of Art, has included 
132 line drawings and 257 halftones. 
Bibliography and index. 384 pages. 


CREATIVE CRAFTS FOR EVERYONE. G. Alan 
Turner. Viking. $6.50. 


Simple, liberally illustrated book of 
ideas on every decorative craft, from 
collages and applique to mobiles and 
jewelry. In all, 24 subject chapters and 
a section on materials and techniques. 


THE COLLECTORS’ GLOSSARY OF ANTIQUES 
AND FINE ARTS, J. R. Bernasconi. -Collings, Inc. 
NYC. $9.50. 


Includes definitions of terms, dates of 
periods, list with dates of craftsmen and 
artists and 100 drawings, covers furni- 
ture, silver and gold, Sheffield and electro 
plate, porcelain and pottery, glass, 
prints, engravings, oils, water colors, 
drawings, clocks and watches, jewelry, 
fabrics, carpets and rugs, coins, medals, 
arms and armor, musical instruments, 
heraldry, Chinese emblems, mythological 
divinities, saints, monastic orders. 


THREE AMERICAN SCULPTORS, by E. C. Goosen, 
R. Goldwater, |. Sandler. Grove Press. $1.95 
paper; $3.95 cloth. 


39 reproductions, many in full color, 
supplement the authors’ commentary on 
the work of Herbert Ferber, David Hare 
and Ibram Lassaw. Biographical sum- 
maries follow the critical reviews. 


SALES PROMOTION EXECUTIVES REFERENCE 
HANDBOOK. SPEA. $2. 


Current facts and ideas that a sales pro- 
motion executive might keep in his file 
or notebook on direct mail, selling tools, 
sales meetings and exhibits, premiums, 
contests, specialties, point of purchase 
and retail promotion. 


THE MILLIONAIRES, Bob Gill, Alastair Reid. 
Simon & Schuster. $2.50. 


A book of very few words and very many 
large pictures about four couples who 
are normal, everyday millionaires and 
how, when bored to the back teeth, they 
decided to go around the world... 
well, not exactly around it, everybody 
does that, but all over it. 
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Joe, write up this job ticket,it’s another 
order from our adin ART DIRECTION— it gets results! 


call yukon 6-4930 at 19 w. 44 st. n.y. 36 ba * 














layout & design, TV art 
painting. life drawing 
illustration, fashion 


PERMO WHITE CO. 
Zine Water Colors 
Permo White, Grays and Black 
Perfect for retouching 
Illustrating and lettering 
Send for circular A . 
15 E. 40th St., New York 16, N. Y. 


cartouning, lettering 

technical illustration 

typography, paste up 
day & evening, co-ed 


school of 











245 East 23 St., N.Y. 10 
MU 3-8397 catalog D 














bookshelf 


The bookshelf makes it easy for readers 
to buy, at list price, the best books of current interest 
to the art professional and advertising manager. 


198. Packaging, An International Survey 

of Package Design. Edited by Walter 
Herdeg. This first international survey of 
packaging includes 1022 illustrations, 34 in 
color, of packages selected from over 11,000 
entries. Fully captioned with technical, other 
details, the material is shown in 15 cate- 
gories for easy reference. Included: a spe- 
cial illustrated section on package construc- 
tion, a check list for package planning, list 
of packaging competitions, indexes. Articles 
by Will Burtin, Albert Kner, André Harley, 
William Longyeor, W. M. de Majo, Norbert 
Dutton, J. K. Fogleman, Charles Rosner, Saul 
Bass, Milner Gray, Ladislav Sutnar, R. S. 
Caplan, S. Neil Fujita. $18. (Published at 
$17.50, plus 50c postage.) 
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ANNUALS 


189. International Poster Annual 1958/59. 
Edited by Arthur Niggli. 502 selections 
from the world's best, including 54 American 
designs by 20 artists. Paul Rand, Saul Bass and 
Erik Nitsche lead the American group in number 
of pieces chosen. Ladislav Sutnar, Lilli Tschumi 
and Georg Olden follow closely. Editor Niggli 
draws special attention to the Polish theatre and 
cinema posters—‘‘among the best that have been 
created in this field for a long time."’ $12. 


194. Penrose Annual 1959. Edited by Allan 

Delafons. Emphasis is on advancements in 
production and reproduction, how these affect 
artists. Lots of attention, too, to type design and 
lettering. And interesting sidelights: Graphic Art 
in Belgium; 19th Century Illustrators and Others, 
a study of English book illustrators; Gamblers’ 
Printed Art, playing cards from the 14th century 
to the present; The Talking Book, sound is added 
to type and illustration in a Japanese invention; 
A Graphic Arts Bibliography, 1958 international 
listing. $12. (Also available, Penrose Annual 1958, 
$11.50, order number 176). 


195. Graphis Annual 1959/60. Edited by Walter 

Herdeg. More than a third of the pieces 
shown in this year's international review are by 
American ADs, artists, designers and photog- 
raphers. Representation includes the south and 
midwest as well as both coasts. Associate editor 
Charles Rosner, in his introductory notes, pays 
special attention to the work of a group of Ameri- 
cans. $14.50. 


196. Advertising Directions. Edited by Edward 

M. Gottschall and Arthur Hawkins. Trends 
in visual advertising—where they originated, how 
they are being applied, what the future direction 
is— discussed, interpreted by 30 advertising and 
ad art leaders. Analyses of kinds of advertising— 
product categories, corporate techniques, media. 
Also, a reference section including data on 
salaries, studio billings, competitions, develop- 
ments in the graphic arts, new typefaces, new 
books. Indexed. $10. 


197. New York Art Directors’ 38th Annual. 

Edited by Edward R. Wade. Some 500 
pieces shown off to the full, with book's ovn 
design a subservient showcase for the show. 


104 


Uusually four or five pictures to a double spread, 
with one a full page or full bleed. Easy to see and 
study reference with a clean open look. Illustration 
section has art big, then reduced in advertising 
applications. About 330 pages, including six pages 
of cross reference, and articles on the club's high- 
lights this year. Designed by Edward P. Diehl. $15. 
(Also available: the 37th Annual, $12.50, order 
number 182; the 36th Annual, $12.50, order num- 
ber 165; the 35th Annual, $12.50, order number 
146.) 


ART 


155. Art Directing. Nothaniel Pousette-Dart, 

editor-in-chief. A project of the Art Directors 
Club of New York, the volume contains 13 sections 
on various phases of art directing, each section 
comprising several short articles by authorities 


on specific subjects. Each section was designed 


by a different AD. Agency and company execu- 
tives, copywriters, as well as art directors are 
included in the 70 contributors. Over 400 pictures 
are included in the book's 240 pages. Of aid: a 
glossary of AD and advertising terms, a bibliogra- 
phy and an index. $15. 


164. Rendering Techniques for Commercial Art 

end Advertising. Charles R. Kinghan. 
Author, in the field over 37 years and now with 
BBDO, New York, includes demonstrations, visual 
helps, professional samples, information on ren- 
dering in all media, comprehensives shown in all 
the stages of development. $13.50. 


191. The New Graphic Art. Gerstner and Kutter. 
Thoughtful, interpretive visual review of 
graphic design the world over. Emphasis on period 
from early 1920s to today. More than 400 illus- 
trations. Not merely story of design origins, but 
reveals current status and future directions. $15. 


193. Advertising Layout and Art Direction. 

Stephen Baker. Thoroughly professional and 
up to the minute commentary on art direction as 
a business. Author, known to Art Direction readers 
for his monthly articles, Directions, has written 
more than 100 articles for this and other ad maga- 
zines, is senior AD and group head, Cunningham & 
Walsh, and member of the executive committee 
of the Art Directors Club of New York. This is not 
a how to book, but rother a how-it-was-done book 
—outstanding contemporary advertisements, pro- 


motions and campaigns are case-historied to illus- 
trate author's points. About 1000 illustrations. 342 
pages. $13.50. 


PRODUCTION 
187. Color by Overprinting. Donald E. Cooke. 


Now available, an economy edition of the 
original $25 volume. More than 10,000 exact color 
samples and combinations, providing visualiza- 
tions of various basic combinations of 11 key 
transparent inks. Also, 44 pages of pictorial 
application of the medium, by leading artists. 
250 pages, $15. 


GENERAL 


160. Motivation in Advertising: Motives that 

Make People Buy. Pierre Martineau. A 
thorough analysis of the consumer as a human 
being: how he behaves, why he buys, what fac- 
tors in advertising actually influence him. How 
emotions overrule logic, how to appeal to emo- 
tions, the role of semantics and symbolism in 
influencing purchases. $5.50. 


174. Photomechanics and Printing. J. S. Mertle 

and Gordon L. Monsen. Definitive work on 
the printing processes by two of the country's 
greatest authorities in plate-making and printing. 
Fully illustrated 400-plus pages. Up to the minute 
data on original copy for reproduction, photo- 
graphic materials and equipment, color reproduc- 
tion, all processes. Fully indexed. $15. 


175. Color...How to See and Use It. Fred 

Bond. Spiral bound, hard cover technical 
study in simple language of the principles of color 
relationships and associations. Basic procedures 
in solving color problems, for photographers, 
artists, industrial designers, teachers and stu- 
dents. Author has been a photographer, color 
consultant, author and lecturer on the subject 
for more than 30 years. Includes 19 pages of color 
plates, 53 b/w, envelope of hue selector masks. 
$8.75, plastic bound $9.75 in case. 


190. New Horizons in Color. Faber Birren. Again 

available, the 1955 book which examines all 
known systems of color and color harmony. Over 
150 illustrations, 6 in full color, and 2 pages of 
color chips. For over 25 years the author has been 
an authority on color and how it affects vision, 
emotion, psychology. $10. 


192. The Status Seekers. Vance Packard. Ex- 
ploration of class society in America, and 
a more carefully documented less popularized 
treatment than Hidden Persuaders. A good job 
of pulling together and interpreting readably the 
serious work in this field. For all in the business 
of communicating. It adds to our understanding 
of the people who are the target of our headlines, 
illustrations, designs and symbols. $4.50. 
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visual cliche 
(continued from page 86) 


alents, for a variety of reasons, which, 
if we could roll them all up into one 
big ball of gnurr, would compress into 
one simple motive . . . SLOTHFUL THINK- 
ING. 

When the hot-shot pipesmoking copy- 
writer three years out of Princeton sits 
at typewriter and a sheet of yellow paper 
gives birth to a 100 line ad full of soul- 
felt reasons why the reader should buy 
KRUDEX, the new preparation for clean- 
sing sewer trap, he may call for an illustra- 
tion showing a smiling college professor, 
under a headline reading “Be Wise... 
Krudex-ize! !” This is slothful thinking! 

The Art Director who makes the afore- 
mentioned layout without at least putting 
up a fight over the use of the First Class 
Visual Cliché thrust upon him, or who 
doesn’t even try to suggest something 
other than the smiling old professor, is 
likewise guilty. (In this case, the disease 
may be diagnosed as Drawinc Boarp 
SLOTH.) 

Agency procedures vary. In some, the 
Copywriter and Art Director actually sit 
down together and plan the ad. This 
togetherness is truly wonderful; but when 
the ad ends up showing a gas pump 
surrounded by little men holding, respec- 
tively, a spyglass, a microscope, a magni- 
fying glass and Mt. Palomar telescope, 
with a hand lettered headline reading 
“Any way you look at it... Speedex Gas 
is Best! !”...the Creative Team is col- 
lectively blameworthy. 

The only group which remains as virtu- 
ous as the Vestal Virgins is made up of 
those artists whose lances are for hire. 
In most cases, these artists are not in a 
position to turn down a job merely be- 
cause the artwork has been done before; 
(possibly even by themselves for other 
clients, other agencies, other magazines, 
other ads.) If the Art Director orders a 
drawing of two kids (one boy, one girl, 
naturally,) selling lemonadé from an 
orange crate soda fountain, on which is 
crudely lettered “Leminaw 3¢,” with 
some of the letters printed backwards, 
the free lance artist will undoubtedly do 
his damndest to make the drawing a gem. 
But no matter how nicely drawn, it is 
only another Visual Cliché. 

Is there, you may ask, a solution to all 
this? I feel there is. Possibly by exposing 
Visual Clichéism and its parent organiza- 
tion, Slothful Thinking, in the cold hard 
light of truth, mayhaps some hot shot 
Art Director, ten or twenty years out of 
Art School, may realize how low we have 
sunk. And maybe he will be the man who 
will do something about creating a new 
bunch of Clichés. * 
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Cover designer 


This month’s cover, by John Massey, 
manager of graphic design, Dept. of De- 
sign, Container Corporation of Amer- 
ica, features the symbol Herbert Bayer 
created for the 27th Annual Art Direc- 
tors Club of Chicago Exhibition. Massey 
incorporated this symbol as a thematic 
element in all the exhibition's printed 
material. 

A graduate of the University of Illi- 
nois, Massey is a former AD of the 
University of Illinois Press. His work has 
been exhibited by the Art Directors 
Club of New York, Type Directors Club 
of New York, AIGA Printing for Com- 
merce and 50 Books of the Year, Art 
Directors Club of Chicago, STA, Library 
of Congress, and the Graphis (Zurich) 
Traveling Exhibition. * 
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ready reference 


to have your firm listed call YUkon 6-4930 


ART MATERIALS 
Lewis Artists Materials Inc. 
Sole distributor of Mercury Products 


158 W. 44 St., N. Y. 36 JU 6-1090 


COLORSTATS 


Ralph Marks Color Lobs 
low cost, fuil color reproductions from color 
transparencies and opaque copy. 


344 E. 49 St.. N. ¥. C. 17 EL 5-6740 


HISTORICAL PRINTS 
The Bettmann Archive 
Old time prints and photos, any subject. Events, 
Industries, Fashion, Decors. Ask for folder 6A. 
215 E. 57th St., N. Y. 22 PL 8-0362 


ILLUSTRATION 
Steven Vegh, Jr. 
Aeronautical & Marine (Figures Included) 
1262 Brook Ave., New York 56 LUdlow 8-1740 


PHOTO EMPLOYMENT SERVICE 


Prestige Personnel Agency 
Experienced and trainees—all phases 
Careful screening—no charge to employer 


130 W. 42 St., New York 36 BR 9-7725 


PHOTO SERVICES—COLOR 


Robert Crandall Associates, Inc. 

Duplicates, retouching, assemblies, photocompos- 
ing, processing. 

58 W. 47 St., N. Y. C. 36 Cl 7-7377 
Ferrara Color Studios, Inc. 

Creators of Colorsemblies 

Ektas assembled, retouched, duplicated 


112 W. 48 St., NYC 36 Plaza 7-7777 


Kurshan & Lang Color Service, Inc. 

Reproduction quality dye transfers. 

Ektacolor prints & duplicate transparencies. 
Quantity color prints & slides. 

Professional color film processing same day & 
overnight service. Reputation based upon finest 
custom quality color for past 10 years. 
10 East 46th Street, N. Y. 17, N. Y. MU 7-2595 
Norman Kurshan Inc. Color Service 

Quality dye transfers, C-prints & stats. 

Duplicate transparencies, art copies, slides. 

24 hour custom color processing. 
Call Norman Kurshan directly at 
8 West 5éth St., N. Y. 19, N. Y. JU 6-0035 
Ralph Marks Color Labs 

Dye Transfer prints for reproduction: strip-ins, 
gang-ups, special effects. 

Ektacolorprints: Reproduction quality and/or 
quontity prints. 

344 E. 49 St., NYC 17 EL 5-6740 
Podell & Podell Color 

Quality Type C Processing... any size at the best 
rates in town. . . out of town inquiries invited. 


505 Sth Avenue, N. Y. C. MU 7-0866 


Jack Ward Color Service, Inc. 
Type ‘“C"’ prints—duplicates—dye transfer prints 
Color processing— 


202 East 44th Street MuUrray Hill 7-1396 


PHOTO SERVICES—B&aW 
Modernage Photo Services 


480 Lexington Ave. 
YU 6-8343 


319 E. 44 St. 
LE 2-4051 
New York 17, N. Y. 

Prints for reproduction in grey scales to meet 

exacting requirements of all printing processes. 

@ Developing by inspection 

@ Custom printing for magazines and industry 

@ Copying of artwork and prints to size 

@ B&W negatives from color transparencies — 
color corrected 


RETOUCHING 


Color Transparency Retouching Studio 
Finest Retouching and Assembling 

58 West 47 St., NYC 36 Cl 7-7377 
Robert Crandall Associates, Inc. 

Transparency retouching and assembling by 
experts. 

58 W. 47 St., N. Y. C. 36 Cl 7-7377 
Davis * Ganes 

Color correction/retouching—Transparencies, 
Dye Transfers, Carbros. Flexichrome ‘'C’’ Prints. 
516 Sth Ave., N. Y. 36 MUrray Hill 7-6537 


Tulio Martin Studios 
Transparencies 


58 W. 57th St., N. Y. 19 Cl 5-6489 
Frank Van Steen 
Color Retouching. 
370 Lexington Ave., N. Y. C. LE 2-6515 


SALES PRESENTATIONS 


Robert Crandall Associates, Inc. 
Projection duplicates of excellent quality. 
58 W. 47 St., N. Y. C. 36 Cl 7-7377 


Presentation Department 
* Visual Aids * Promotional Material * Silk Screen 
4 W. 40th St., N. Y. C. LOngacre 4-4590 


Rapid Art Service, Inc. 

Creative Art Studio « Silk Screen ¢ Typesetting & 
Letterpress * Bookbinding * Charts and Maps ¢ 
Exhibits & Displays ¢ All under one roof, with 50 
craftsmen and 15,000 sq. ft. of space to give you 
the fastest service in New York. 

304 E. 45th St... NYC 17 MuUrray Hill 3-8215 


Wiener Studio 
Charts * Posters * Slides * Hand Lettering 
12 East 37 St., N. Y. C MU 6-0656 


SILK SCREEN PROCESS 


Jaysee Display Advertising, Inc. 
Quality reproduction. Posters and displays. 


12 E. 12th St., N. Y. 3 OR 5-7280 
Masta Displays Inc. 

20 years leadership in silk screened 

posters and displays 

230 W. 17th St., N. Y. C. CH 2-3717 


Rapid Art Service, Inc. 

Midtown's largest silk screen shop 
highest quality — fastest service 
304 E. 45th St., NYC 17 MuUrray Hill 3-8215 


STILL LIFE 
Sidney Gold 


Renderer of merchandise, jewelry, all mediums. 
673 Fifth Ave., New York 22 TEmpleton 2-8876 


STOCK PHOTOS 


Walter Chandoha 
Animal Photography—Specializing in Cats & Dogs 
Box 237, Huntington Station, L. |. HAmiiton 7-8260 
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Underwood & Underwood Illustration Studios, Inc. 
Reserve illustrations for advertising . . . Editorial 
& promotional use. Not connected or associated 
w 'h_any other company using the Underwood & 
Underwood nome. 

3:9 East 44th St., N.Y. 17 


646 North Mich. Ave., 








. MU 4-5400 
Chicago 11, Ill. DE 7-171) 


Underwood & Underwood News Photos, Inc. 
Ai! subjects: Historical, Industrial, 
Agricultural, Geographical, Personalities, etc. 
Also Transparencies. Ask for Free Listing. 

3 W. 46th St., N. Y.-C. 36 JU 6-5910 


TELEVISION SERVICES 


Edstan Studio 
Slides, Telops, Flips, in b/w and color 
7 


5 W. 45th St., NYC 36 Cl 5-6781 


National Studios 


Hot Press, Slides, Telops, Filmstrips, Flips, etc. 
42 W. 48 St., N. Y. 36, N. Y. JU 2-1926 
TYPOGRAPHY 


The Composing Room, Inc. 
Advertising Typographers 


130 W. 46 St., N. Y JUdson 2-0100 


Linocraft Typographers 
333 West 52nd Street 


New York 1, N. Y. PL 7-8295 


CLASSIFIED 


COLOR PRINT LAB needs first class man capable 
of making top quality dye transfer prints. Must 
be thoroughly experienced. Must take up resi- 
dence in Detroit. Oakland Color Prints, Inc., 2867 
East Grand Boulevard, Detroit 2, Michigan. 


LETTERING ARTIST. Our Design Department has 
an opening for an artist with a knowledge of the 
art of calligraphy and the ability to recreate the 
kind of illuminated lettering found in old medieval 
manuscripts. Send full details first letter. Box DD, 
Art Direction, 19 W. 44 St., NYC 36. 


ASST. IN PRODUCTION & ART DEPARTMENT. NYC 
book publisher. Knowledge of mfg., reproduction 
processes and preparation of art copy necessary. 
Typing required. Steno helpful. Send resume & 
salary. Box 9000, Art Direction, 19 W. 44th St. 
NYC. 


GAL FRIDAY—production & art department (NYC 
book publisher) needs a bright recent art or high 
school graduate as trainee. Career opportunity. 
Typing required. Send resume & salary. Box 9001, 
Art Direction, 19 W. 44 Street, NYC 36. 


2-MAN TYPOGRAPHIC TEAM. Ability to do all 
forms of lettering including complete alphabet 
designs for all reproduction methods. Will con- 
sider situation with any progressive graphic arts 
organization. Box 10,000, Art Direction, 19 West 
44th Street, New York City 36. 


Scenics, ° 





FLORIDA OPPORTUNITY 
FOR CREATIVE ART DIRECTOR 
Ys partnership in respected, well-established 
Miami advertising agency is open to qualified 
art director. Agency is billing well over one mil- 
lion dollars. For complete details, write: 


BOB SMITH, 9795 S.W. 110th St., Miami, Fla. 


Art Direction 


Glaubach, Stanley ..... 
Glo-Art Productions 
Goodkin Company, M. P. 
Graber Art Associates, Norman 
Grumbacher, Inc., M. 
Guy Studios, Durwood . 
Haberule Co., The . 
Herbert Company, H. T. 
Higgins & Hegner 
Hoskinson-Rohloff & Associates 
Hunt Pen Co., C. Howard 
Interstate Photographers, a Division of 
Interstate Industrial Reporting 
Service, Ine. .... 
Johnstone & Cushing 
Kurshan & Lang .. 
Lacey-Luci Products Co. 
Magee Studios 
Mailers, Inc. 
Mandel, Estelle . ; 
Marks Color Lebe, Ralph ahibahid 
Marsh Stencil Machine Company . edi 
Marquardt Paper Company iden 
Miller, Ardean ..... 
Miller Advertising Production, William 
Monogram Art Studios, Inc. — 
Monson Typographers 
Morilla Co., The 
National Studios 
Near-North Guild 
Neeley Associates ..... 
New York State Employment Service howd 
Niles Co., Fred A. deci 
North Studios, Charles 
O’Grady-Payne, Inc. ....... 
Osler Products Company 
Para-Tone, Inc. icin 
Pergament Color Lab 
Permo White Company 
Philadelphia Art Supply 
Photolettering, Inc. ...... 
Promotional Arts, Inc. 
Rapid Art Service, Inc. ......... 
Ray Studios, Bert ........ 
Ross Art Studio . 
Russo Photographic Service 
Saral Paper Co. . 
Sarra, Inc. ....... _ 
School of Visual Arts . 
Scott Screen Prints Co. 
Service Typographers, Inc. 
Shaw Associates, Rik ... 
Shigeta-Wright Associates, Ine. 
Shiva Artist’s Colors ; 
Skilset Typographers 
Smith, Bob ....... ves ne 
Speedry Products, Ine. 
Stephens-Biondi-DeCicco 
Stowell Studios ....... 
Tech Photo Labs ....... . 
Terminal Display Art Service 
Tri-Arts Press ............... 
Ulrich Advertising Art Studio, TID nieninsiinsttsss 
Union Rubber & Asbestos Co. . . 
United Artist Materials Co. 
Pe ai ins TERR 
Volke Jr., Art Studio, Harry .............ccccccecccssessees 
Ward Color Service, Jack ... sehdibeatiyaidebenamea 
Pe SI IOIID D a. oss ccessesccscnsciccccbsptenccsnsbens 
Weco Studios .................. : 
apy ee el Studios 
Winsor & Newton . 
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A PLACEMENT SERVICE 
FOR COMMERCIAL ARTISTS 


MUrray Hill 8-0540 


PROFESSIONAL PLACEMENT CENTER 
NEW YORK STATE EMPLOYMENT SERVICE 














Color-aid 


BACKGROUND PAPERS 


THE Original 


COORDINATED COLOR SYSTEM 


Color-aid papers are available 
in 202 coordinated colors. 24 
basic hues, 4 tints and 3 shades 
of each hue, 8 grays, black and 
white. Sheet size 18"x 24". At 
leading dealers. 

Ask for our new “Life Red” 


Color-aid Co. 329£.295.N.Y.16 
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scott 
screen 
prints Inc. 


35 west 43 st. 
OX 7-8923-4-5 
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Coup of Address. Please send an address 
stencil impression from a _ recent issue. 
Address changes can be made only if we 
have your old, as well as your new address. 
Art Direction, Circulation o> 19 West 
44th Street, New York 36, N.Y 
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For years advertisers have been trying 
to get a good laugh out of their models. 
And don’t think they haven’t tried hard. 
As a result, people appearing in adver- 
tising illustrations always seem ready 
to die laughing. 

Few women shampooing their hair in 
the ads can resist snickering about the 
situation. Asked to rinse their hair under 
a shower, they positively break up. 

Business executives seated behind 
massive mahogany desks, reading what 
seem to be documents of grave impor- 
tance, also carry on with a smile. The 
grin grows larger when secretaries enter 
the room, for reasons which we can only 
guess at. 
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. C) on™ 


a good laugh — at last 


Housewives bent over hot stoves are 
merry. When they get to the refrigera- 
tor, they roar with laughter, on the 
assumption that opening refrigerator 
doors is the most amusing task ever 
performed. 

Everyone laughs, no matter what the 
situation. The motorist asking for gaso- 
line, the kids munching peanut butter, 
the golfer missing a shot, the woman 
trying on shoes, the commuter going 
home after a long day of work. 

* *. * 

This happy make-believe world the 
advertisers have created has begun to 
look a little silly to us. We feel that, 
like the act of a comedian who laughs 
uncontrollably at- his own jokes, these 
advertisements fail to impress. 

We were just about to make a recom- 
mendation against all laughter in adver- 
tising—when we saw the Calvert Reserve 
ad. 

At last we saw that laughter had a 
place in advertising. We were so happy, 
we almost cried. . 

* * * 

Here we have pure joy with all its 
irresistible appeal. The guffaw is so 
contagious in this picture that we feel 
like joining the men and asking what 
the joke is. The men in the picture have 
exploded spontaneously into a hearty 
laugh. They haven’t been posing and 
posturing in the photographer’s studio 
for the last three hours—or so it seems. 

This picture appears to us so utterly 
convincing that we couldn’t help won- 
dering what it is that makes it so. Here, 





by Stephen Baker | | 








the photographer has tackled what is 
perhaps the most difficult assignment of 
all: catching people in the act. Some 
emotions—as any actor will testify—are 
harder to pose for than others; good, 
natural laughter is about the hardest. 

The choice of models is, of course, 
one thing that makes this photograph 
stand out. The people not only look 
like people, but they also show great 
emoting ability without crossing the 
borderline into hamminess. They seem 
to be enjoying themselves truly. One 
man holds his glass against his forehead 
—an honest, believable gesture. None of 
the three men is actually drinking (and 
smacking his lips with pleasure)—they 
just happen to be holding glasses of 
Calvert's without being too conscious 
of them. 

Best of all, there seems to be a reason 
for all this joy. This is an unusual thing 
all by itself, since for years have seen 
people laughing easetiionn aie with no 
reason for all the happiness. Now we 
have a reason. One of the guys has told 
a joke—apparently a good one—and he 
gets a reaction. Calvert Reserve is just 
incidental. . 

We don’t know the way this picture 
was taken, how much time the pho- 
tographer spent on the project. Perhaps 
the models did have a few snorts. Pos- 
sibly a joke was actually told. Maybe 
everyone in the studio was laughing, 
from the photographer’s assistant to the 
art director in charge. 

We don’t know and we don’t care. 
The results speak for themselves. * 








